






Hunt Balanced Skips for 
Coal and Ashes Han- 
dling With Hunt Cable 
and Industrial Rail- 

ways for Horizon- 
tal Transfer. 
Where material is to be 
elevated, a skip in’ most 
cases, ts the ideal unit. Sim- 


ple and rugged in design, its 


Operaiion is most economi- 
cal, as power is only used 
when hoisting material; the 
upkeep is minimum, as prac- 
tically the only part subject 
to destructive wear is the 
wire hoisting rope. 


Catalog 19-1-J explains in 
detail. 






w 


Premera: SOR: sarang 











WW) 
re 


7 
2. See Deis bo. 


- 


had already proved its power to save money, time 


and labor,” reads an editorial in INDUSTRY ILLUS- 
TRATED. 


And it continues: “We are inclined to suspect 
that it is equally safe to say not one in a hundred of our 
executives is thoroughly informed on the more imme- 
diate and profitable discoveries that would result from 


a close scrutiny of the material handling methods in 


his own plant.” 


For over half a century Hunt equipment has been 
saving time, money and labor in every industry where- 


ever installed—40 years of which have been devoted to 


the gas industry—principally in the handling of Coal, 
Coke and Ashes. 


Hunt engineers are well versed in all the 
intricacies of material handling problems ap- 
plicable to the ras industry, and their fund of 


information i: at your disposal at any time. 





C. W. HUNT COMPANY, Inc. 


WEST BRIGHTON, NEW YORK CITY 


New York Office—Whitehall Building 
PHILLIPS, LANG & CO., ERNEST F. LEARNED, 
538 So. Dearborn St., 


: 141 Milk Street, 
Chicago IIl. Boston 9, Mass. 
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Koppers Coal Gas Plants 


There are now under construction two plants of our 
small gas oven type, located at Battle Creek, Mich., and 
Zilwaukee, Mich. 


Into these plants will go the knowledge and experience 
gained in building virtually 90 per cent of all the by-product 
coke and gas ovens in the United States and Canada. 


Every feature of these plants has been thoroughly 
proven in our larger installations, the only change being in 
size to permit of the smaller capacities desired. 


From the standpoint of economical operation, low 
maintenance cost and durability, these small gas oven 
plants will surpass anything built to date of similar capacity. 


This statement is founded on actual results secured 
from larger units which we have built, some of which have 
been in operation as long as ten years, such as at the Laclede 
Gas Light Co., St. Louis, Mo.; Seaboard By-Product Coke 
Co., Jersey City, N. J.; Providence Gas Co., Providence, 
R. I.; Minnesota By-Product Coke Co., St. Paul, Minn. ; 
Milwaukee Coke & Gas Co., Milwaukee, Wisc. ; Chicago By- 
Product Coke Co., Chicago, Ill., and the Camden Coke Co., 
Camden, N. J., all of which are operated primarily for the 
manufacture of gas. 


The KOPPERS COMPANY 


PITTSBURGH, PA. 
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Roper No. 481 R.M.N.O. The Queen of Gas Ranges. Completely 
finished in dazzling white Vitreous Enamel and equipped with 
all Roper exclusive features. 


. 











The Roper Oven Control includes all of the Robertshaw patented features 


Roper Allies That Help You Sell 





We have a great respect for the selling ability 3. <A line of gas ranges advertised in a 
of the gas range salesman. We know sales- quality atmosphere every month in the 
men who can make a great success of selling year. Twelve great quality magazines 
any reputable Gas Range. with 18,000,000 readers continually 
But we know these same salesmen can in- telling the story of Roper Quality, in 
crease their sales if they receive full selling order to make the best gas ranges, best 
co-operation. known. 

Here is the Roper Selling Co-operation: 4. A line of gas ranges that is ‘backed by 
1. A line of gas ranges with many exclu- . voles ee of 3S 

sive selling points possessed by no other yeal S. us me renandising experience | 

range. A line that has earned the re- is prepared in the form of newspaper | 

spect of trade and public by 38 years ads, direct mail letters, window and store | 

of quality manufacturing and square display ideas, selling ideas, etc., and is | 

deal merchandising for the benefit of all who stock Roper | 

ranges. | 

2. A line of gas ranges that shows com- | 





manding value in every price field—a If you are looking for a bigger business—a | 
complete line with a range for every more profitable business, write us. It costs | 
purse and purpose. nothing to find out all about our plan. | 


GEO. D. ROPER CORPORATION, ROCKFORD, ILLINOIS 


Pacific Coast Branch: 768 Mission Stre et, San Francisco, Calif. 


RODER 


rhace MARK 
REG US PAT Orr REG.IN CANADA 





BE SURE THE ROPER PURPLE LINE SR AND THE ROPER OVEN CONTROL ARE ON THE GAS RANGE YOU SELL 
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Salesman Must Know the Goods 


Advertising a Necessary Tonic for Better Business 


J. B. 


I believe that any person who reads the daily 
poems of Edgar A. Guest will find love, religion and 
a philosophical uplift therein. Yes, a better view 
of life from every angle. It is because of this belief 
I have borrowed a verse from his “The Meaning of 
Success.” It fits so many cases of failure. He 
wrote: 

“Soon dies the rusted glory, 

Swift fades the idle fame; 
He briefly tells his story 

Who feeds upon a name.” 

It does not require any deep thinking to grasp the 
full meaning of the poem, but let us apply it to our- 
selves and see if we are guilty, and if so, is there 
no way out? 


The Lesson Brought Home 


Are we, either as gas appliance manufacturers, 
jobbers or dealers, resting upon the name of some 
article once in the ascendancy, but now antiquated, 
yet wondering why we have lost prestige? Are we 
studying the late advertisements in our trade jour- 
nal, memorizing the new and best features of cer- 
tain appliances that if made known and shown to 
the trade would bring about sales, or are we trying 
to convince people that something that was, at one 
time, the best the market afforded, still the best, 
whereas either we know or should know that such 
is not true? 

Do not be deceived, whether or not the deception 
is an honest one or otherwise! Your customers read 
the advertisements, and when in search of a particu- 
lar article they know what they want and will keep 
on going until they can find it. 


Proof of the Statement 


A lady, only last week, was desirous of purchas 
ing a well-known make of kitchen cabinet. She 
had one previously, but sold it when moving to this 
city. None of the dealers had the “flush door pat- 
tern” of that particular brand of cabinets, but tried 
to persuade the woman to buy the maker’s panel 
door cabinet, giving no reason why they tried a 
substitution. The customer refused to change her 
order, was more or less indignant, and wrote the 
factory, giving full details. 

The answer: “After making the flush door pat- 
tern for several years, we received complaints that 
these doors had a tendency to warp, and we found 
it to be true. We immediately stopped the manu- 
facture of this pattern, adopting the panel doors. 


Dillon 


We strongly advise that you purchase the panel door 
pattern. However, if you are still desirous of the 
flush door pattern we will make one especially for 
you. Please advise.” The woman wrote thanking 
the factory for their honest expression and assured 
them that she would purchase one of its panel door 
cabinets locally, and she did. 

Now, why was it that the retailers could not im 
part this information—several being interviewed 
relative to the flush door pattern? Again, do we not 
see that the manufacturer does not “feed upon a 
name”? Why should retail dealers do so? And 
this applies to gas appliance men! 


Small Difference 


To many the difference between the flush doors or 
panel doors in a kitchen cabinet may seem trivial, 
but the woman knew what she wanted and was 
ready to pay for it, therefore a customer’s whims, 
fancies, or call it what you will, must be catered to. 

It may be truthfully claimed that there is not a 
great difference in many of the modern gas ranges, 
as concerns the quality of material used in the con- 
struction—which means that the lives of the ranges 
are pretty evenly allotted—but there is a vast dif- 
ference in the sizes, colors, shapes and arrange- 
ments of these ranges, and there is a reason for 
these things, and it is our duty as retailers to know 
the why of it, so that we may be able to answer such 
questions as these: 

“Why is it, Mr. Smith, that the oven on your Bugle 
range is so much higher than the one on your 
Horn?” 

“Don’t you think that the pink enamel will crack 
being so near the flame?” 


Caution! 

When in doubt about any of your appliances, even 
if purchased from a manufacturer of repute—most 
of them are reputable—write and ask for full infor- 
mation and be able to impart this information to 
customers. A salesman that can talk intelligently 
and appear to be “in love” with the goods, seldom 
fails to make the sale, unless the customer is only 
curious. We should try to be such a salesman and 
we can be if we really try. 


Honor—A Test Case 


It was a large department store. A lady wanted 
a certain make of gas range. The house did not 
carry that particular make. A lady friend said: “I 
don’t see what you want with that thing! This one 
beats that all to pieces.” 
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The customer hesitated and looked appealingly at 
the salesman. The salesman smiled, saying: 

“This is a wonderful range, but I cannot agree 
with you that it is any better than the 
sold that range for years and I have known of this 
one for the same length of time. Candidly, the only 
difference between the two is in the shape and col- 
oring.” 

The customer said: “Well, I see you are honest, 
and, after all, I believe that I like the arrangement 
and colors of this range, as well or better than I do 
the — I'll take this.” 

It never- pays to knock the other fellow’s goods. 
Have goods of your own that you can recommend 
and assert that they are as good as the best, be- 
cause yours is of the best. The days when business 
men crossed the street to prevent meeting their com- 
petitor are relegated to the bygones. 

Some Sales Ideas 

The thought that is uppermost in the minds of 
many at this time is, what shall we give the June 
bride? 

Let us answer by saying, a gas range. 
us prepare our window accordingly. 

Exhibit one of your favorite gas ranges in your 
show window, the bride standing alongside, a card 
sign: 


And let 


DEE-LIGHTED 
Because among her wedding presents was 
one of our Gas Ranges. 


She prizes it the most because she knows 
it will give her more real pleasure than any 


of the other presents! 

Another window trim, appropriate for the season. 
A middle aged couple looking at your favorite Gas 
Range, a card sign: 

YES 
This is the most suitable present for Anna. 
Don’t you remember how happy I was when 
you got me my gas range? It is still in 
first-class shape, and I know a gas range 
will always be a delight to every woman. 
Other card signs that will carry a selling effect are: 
NO MATTER 
How well a kitchen is arranged, it is not 
comfortably arranged without a gas range. 
A SUMMER RESORT 
Is the kitchen with a gas range. You do 
not miss the good home cooking, neither 
do you swelter with the heat. 
THERE IS NO DRUDGERY 

To the woman who cans fruits if she has a 
gas range! The heat, while suited for the 
purposes intended, does not necessitate 
handling coal, ashes or kindling, neither 
does it heat the room unbearably. The truth 
is you will have no worry as concerns your 
heat for canning. : 

Truly, a gas range is a woman’s best help 
in the kitchen. 

All of these little card signs are advertising 
stunts,” and may be used in the local papers, your 
store or the street cars. A newspaper is the best 
medium for local advertising, your show window 
next. 

Why not try something like this? You sold re- 
cently a gas range to a lady who is untiring in her 


praise. Secure her permission and place in the local 
newspapers: 
ANNOUNCEMENT! 
Mrs. Dolly Smith, of 1604 Chapel avenue, 
purchased one of Barr’s ———— gas ranges. 
She says: 

“The gas range I bought from Barr is 
even better, in every way, than he said it 
was. To any woman who does her own 
cooking or baking, or to the woman who 
has trouble in keeping a cook, I would rec- 
ommend a gas range, for, honestly, Barr’s 
gas range has proven a blessing to me.” 

Be Sure to Advertise 

Regardless of all that has been said and written 
relative to the necessity of advertising, there are 
many business men who still doubt it, and are will- 
ing to trust to “idle fame,” but to prove to you that 
such actions are “rusted glory,” I quote from Mer- 
chandising Advertising: 

“Tt has been said that an average of 16,000 busi- 
ness men fail every year in the United States. It is 
further said that 13,600 of these men, 85 per cent, 
never advertised. Think it over! Advertised brands, 
plus general advertising, plus local advertising, are 
the keys that unlock the treasure chest Df success. 
A contributing cause in most failures is overbuying 
of unknown merchandise that is not advertised. 
Generally advertised goods of quality backed by 
local advertising move more freely, turn over faster 
than unknown, unadvertised brands.” 

There is no other way. Eternal hustling is the 
price of business success, but it is not necessary to 
make a million to be considered a success. Whether 
or not we make a success of it, much depends upon 
the individual. Let’s go. 





COMBUSTIBILITY OF COKE 

It is important to know just how easily the coke, 
that is used for blast furnace and foundry work, or 
in the manufacture of water gas, can burn. There 
are only a few methods for determining this in the 
laboratory. A very interesting method is described 
in the German journal, Brennstoff Chemie. This 
method consists in gradually heating a quantity of 
finely pulverized coke in a current of carbon diox- 
ide. The gas, emerging from the heating apparatus, 
is collected in a 50 per cent solution of potash, and 
is completely absorbed as long as none of the carbon 
dioxide is reduced to carbon monoxide. The tem- 
perature at which the unabsorbable carbon monox- 
ide is formed due to the reduction of the carbon 
dioxide by the carbon of the coke under test, affords 
a means of comparing different cokes. For example, 
it was found that for charcoal this temperature is 
650 degrees C., for semi-coke 700 degrees C., and for 
foundry coke 800 degrees C. 

An interesting fact, disclosed in the article, was 
that an easily burning coke, which had been mixed 
with tar and then reheated to 1100 degrees C, was 
adversely affected in this respect. The article also 
contains a discussion of the bearing of the different 
methods and conditions of coal carbonization pro- 
cesses on the ease of burning of the coke produced 
therefrom. 
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Getting More Women into the Salesroom 


A FEW HINTS OF HOW TO INTEREST WO MEN IN GAS APPLIANCES AND THEREBY 
INCREAS E SALES 


Frank H. Williams 


The more times the gas company can “expose” 
itself to the sales of gas appliances, the more sales 
it will make. And one of the very best possible ways 
of exposing the company to more sales consists in 
getting more women into the salesroom. The more 
women there are who come into the company’s 
salesroom, the more chance there is of getting the 
women interested in the appliances that are offered 
for sale and the more chance there is of making 
sales. 

But how can the company get more women into 
the salesroom? 

It is for the purpose of considering the answer to 
this question that this article has been prepared, and 
it is hoped that from this article various appliance 
department managers will obtain ideas and sugges- 
tions which they can use with good results in get- 
ting more business and in making more money for 
their companies. Here, then, are some of the ways 
by which more women can be brought into the sales- 
room: 

1. Staging displays and exhibitions and shows oi 

one sort or another in the salesroom. 

2. Using special decorations and demonstrations 
whieh will be of interest to the women. 

3. Offering real services to the women which will 
be of actual help to them and making it obliga- 
tory for the women to come to the salesroom 
if they expect to get the help. 

It is only once in a great while that the average 
gas company stages any sort of a display or exhi- 
bition or show in its salesroom. And yet women are 
always glad of opportunities of taking in exhibi- 
tions and shows of one sort and another when they 
are staged by retail establishments. It is only nec- 
essary to point to the style shows staged with great 
success by various department stores and women’s 
specialty stores to prove the truth of this conten- 
tion. And just as department stores put on style 
shows with great success so the average gas com- 
pany could put on a combination show and exhibi- 
tion and display which would get a lot of attention 
and bring a lot of women into the salesroom who, 
otherwise, would probably never come. 


The Make-Up of the Show 


The show put on by the gas company could con- 
sist of a number of maps on which would be indi- 
cated the location of the gas mains in the city, what 
a complete outfit of gas appliances in the modern 
home should consist of and what the cost of install- 
ing such appliances would be, of charts indicating 
the actual cost of operating all the appliances sold 
by the company, of all the different appliances sold 
by the company with placards attached to all of 
the articles giving their prices and uses and of in- 
teresting pictures of the company’s plant and of- 
fices and employees. 


It would be quite a revelation to many women to 
learn about the great number of appliances which 
the modern home should have, and so it would be 
apt to instill into the women a desire to purchase 
some of the appliances. Also such a show as this 
would demonstrate the wide extent of the com- 
pany’s business and would familiarize people there- 
with. All of which would be a decided help to busi- 
ness. Furthermore, such a show could be staged 
by the company without much trouble and without 
a very great outlay of money. The attention of the 
women should be focused on the show by means of 
newspaper advertisements, letters to them urging 
them to attend and placards in the salesroom giving 
the date of the event and extending a cordial invi- 
tation to all of the women of the city to be present 
during the course of the show. 

The second method, that of using special decora- 
tions and demonstrations of interest to the women, 
could also be used by the appliance department of 
the gas company without much expense or trouble. 
Women are always interested in seeing new deco- 
rations in the stores they patronize. They like nov- 
elty and change. Consequently, if the gas company 
would put in some new decorations in its salesroom 
and if it would call the attention of the women to 
these decorations and urge them to come to the 
salesroom and see the new decorations, they would 
come to the exhibition. 

Also if the gas company would stage demonstra- 
tions from time to time of the appliances it carries 
in stock and if it would advertise these demonstra- 
tions to the women of the city quite extensively and 
urge them to come and see the demonstrations, it 
would help in getting more women into the sales- 
room, as women are always interested in demonstra- 
tions and are always glad to attend them. Many 
women look upon demonstrations much as they do 
upon free shows. They will go out of their way to at- 
tend demonstrations and they will also make pur- 
chases as the result of seeing things demonstrated 
where they would never buy under any other cir- 
cumstances. Special decorations when used in con- 
nection with special demonstrations are splendidly 
effective in getting more women into the gas com- 
pany’s salesroom and in making more business and 
more money for the concern. 


Offer the Women Real Service 


The third method, which is to offer real service 
to the women which will be of actual help to them 
and make it obligatory for the women to come to 
the salesroom, if they wish to get this service, is 
particularly effective in getting women to the room. 
The average housewife has comparatively little 
money to spend and a lot of work to do. Conse- 
quently, any time any concern offers to show her 
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how to handle her work more easily or cut down 
expenses, she is immensely interested and will go 
far out of her way to investigate and see what it 
is all about. There are many ways in which the 
gas company can be of service to the women of the 
city without any great trouble or expense. 

For instance, the gas company can investigate the 
problem of the weekly wash and find out just how 
the most efficient housewives of the city handle the 
work, where they place the tubs, how they deter- 
mine what articles to put in the first washer, what 
in the second washer, and so on, and how they get 
the work done in record-breaking time. This sort 
of information can be presented by means of dia- 
grams and charts hung on the walls of the sales- 
room, and it would be sure to arouse much interest 
among the women and maké them talk about the 
gas company, and so be of real advertising value 
to it. 








Again the gas company can investigate the mat- 
ter of foods used in some of the healthiest and least 
wealthy families of the city and can have resumes 
of these meals and methods of preparation, costs, 
time consumed in preparing the meals, etc., all let- 
tered on placards and placed on the walls of the 
salesroom, and see these placards and receive little 
pamphlets which would also give the information. 
This would interest the women, and if, with this in- 
formation there was included some copy urging the 
women to use gas in cooking and calling their atten- 
tion to various appliances which would cut down 
the cost and bother of cooking, the concern would 
not only get more women into the salesroom, but 
would increase business and make more money. It 
isn’t such a very difficult thing for the gas company 
to get more women into its salesroom if it will sim- 
ply go about the matter consistently and constantly. 





Dealer and Gas Company Co-operation 


By Rex Stuart 


The business of selling gas appliances bears one 
similarity to all other business. Like every other 
line it has members who are bemoaning the fact that 
the big fellow is hogging all the business by cut- 
ting prices and depending on volume for his share 
of the profits. Or if it happens to be the gas com- 
pany that is under discussion by this sort of dealer, 
he will eventually say, should he be inclined to get 
out his hammer, that the company is giving away 
its appliances so that it can sell more gas. 

Perhaps there is less of this done now than for- 
merly. But there are sections and districts in the 
United States that are still undeveloped, where mer- 
chandising has not reached a stage where dealers 
are willing to co-operate through organization. 

Take California, for instance, not because of the 
unwillingness of the dealers and the gas company 
to co-operate with each other, but because it is an 
example of co-operative spirit, though the associa- 
tion of gas appliance men there is still young. 

San Francisco is admittedly the most hotly con- 
tested territory in the state, for most of the Eastern 
appliance manufacturers have their sales agencies or 
brokerage firms there. ‘There is hardly a dealer in 
the city, be he wholesale or retail, be he plumber or 
furniture man, handling only one or two articles, 
who has not something good to say of his competi- 
tor or the gas company. 

True, the gas company, the Pacific Gas & Electric 
Company, does not handle appliances, leaving it en- 
tirely up to the dealer, but it used to, and it takes 
some time for the smouldering coals of hatred for 
corporations to cool. But there is hardly a dealer 
in appliances, who has taken an interest in the work 
of the association, but does not feel that the gas 
company is giving him the heartiest co-operation. 

The state association was formed a little over a 
year ago, taking into membership every one who 
handled gas appliances of whatever nature or with- 
out regard to his status in the business of producing 
or distributing. The organization has already put 
on two rapid-fire campaigns, raising $4,500 for the 





purpose from its different firm members. This 
amount, however, is not half what all the dealers 
spent individually in advertising during the two 
weeks of the campaigns, and only gives an idea as 
to what was spent by the association’s campaign 
director. Due to the extensive campaigns that each 
dealer instigated on his own behalf during these 
two “gas appliance weeks,” the last of which was 
November 13 to 18, the newspapers gave columns of 
free publicity to the event which was worth more 
than the entire amount spent to the gas appliance 
business, and from which, all dealers are ready to 
affirm, a great benefit was derived by themselves 
individually and the association as a whole. 


This feeling on the part of the members during the 
first year of the existence of the association has 
taken away much of the bitterness for the competi- 
tor and the gas company and has made them more 
than willing to look upon other co-operative meas- 
ures with favor. 


They have been more than willing to accept the 
company’s demonstrator of cooking when she is 
available, and to attend the lectures and “get-to- 
gether meetings” which have been put on with pic- 
tures and slides concerning the gas industry. Over 
one hundred and forty attended a gas appliance !ec- 
ture given in the laboratories of the gas company 
for gas appliance men, and which discussed the best 
ways of selling gas appliances. At present each 
dealer is sending in his opinion as to how to sell 
gas appliances to the head of the gas sales depart- 
ment of the company, in order that they be com- 
piled in printed form and given to salesmen in 
stores who are carrying such things as auxiliary 
lines. Furthermore, the influence of the California 
society has extended beyond its own borders and 
been a factor in creating a similar organization in 
the State of Oregon. On the first of the year a rep- 
resentative of the gas company started to make a 
tour of the State at his company’s expense, discuss- 
ing with each individual appliance dealer his prob- 
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lems, advising him how to overcome them by telling 
him what other dealers have done in other parts 
of the State. When this representative completes 
his trip it is hoped that the dealers will be brought 
into closer co-operation. 

This co-operative effort in California has already 
had its effect. It seems to have instilled the thought 
into the minds of the dealers that the more people 
selling the idea of using gas as a fuel in every ca- 
pacity, will undoubtedly increase the demand for 
gas appliances. They feel that through this co-opera- 
tion there is a chance to profit by their competitor’s 
advertising as well as their own. 


“There is as much chance to sell a person a gas 
appliance through an advertisement as there is in 
selling him an automobile,” said a dealer. “You 
have first got to sell him the idea of using gas, then 
to make him desire your appliance, but you have gut 
to get him on the sales floor to actually sell him. 
So I figure that by more people being in the gas 
appliance business and first selling the idea of using 
gas, I, myself, can retail more gas appliances.” 

In very few lines of business and in very few 
places where business is carried on with any degree 
of competition do you hear a finer sentiment ex- 
pressed, however roughly put. It bears the marks 
of effective co-operation and shows willingness to 
boost the business as a whole. 


There is a second fact fixed in the minds of the 
San Francisco dealers. To scare a consumer into 
changing from one brand of gas appliance to an- 
other is poor business in the long run. For a sales- 
man to go out and say to a consumer who has re- 
cently bought a competitive line’s gas range or 
water heater, that it will blow up and is dangerous 
is bad business and likely to act as a boomerang. 

“For,” said my dealer informant, “what is to pre- 
vent the consumer from having the same idea about 
my own gas range if I do that? If the idea is once 
given her that my competitor’s range is dangerous 
she might also think mine is, too, and taboo the use 
of gas in her home altogether and both of us lose 
out. But if she keeps her gas range, I, at least, stand 
a chance of installing my line when her present one 
wears out. 


“There is business enough for all and a great many 
more. San Francisco is growing so rapidly, is ex- 
periencing at present such an area of apartment 
house building that the big trouble is building up a 


sales and installing organization that can handle the 
business we get without increasing our overhead so 
much that we would cut our margin of profit.” 

The retail situation is segregated far more in Call 
fornia than in any other state, and left almost en 
tirely in the hands of the dealers. Gas 
portable heaters and tank heaters are sold largely 


ranges, 


to the consumer through furniture, hardware and 
plumbing stores. Radiant heaters, gas radiators, in- 
dustrial appliance and nearly all automatic wares are 
sold through specialty gas appliance stores. While 
it went out of the business of selling household gas 
appliances some time ago, the Pacific Gas & Electric 
Company is still retailing industrial gas appliances 
in a small way, but this, in time, is expected to be 
passed on to the dealer. , 

There is an opportunity for appliance dealers in 
nearly every city and town large enough to warrant 
one in the state. When asked the much discussed 
question among merchandise men, of how he se- 
lected his dealers—whether he went after the large, 
well-established firm or the small dealer with but 
little capital—the head of a wholesale gas appliance 
store treated the matter with surprise and with 
decided emphasis stated that the situation in his 
territory called for no decision of such nature on 
his part, for he usually took any one he could get 
regardless of their status in the mercantile world 
and as long as they proved themselves trustworthy. 

His statements, with those of the retail dealer in- 
terviewed, proves that if a dealer is looking for op- 
portunity, if a manufacturer of appliances wants to 
exploit unexploited territory, or if hardware, fur- 
niture or plumbing dealers are looking for lines to 
tide them over dull seasons, California and gas ap- 
pliances offer that opportunity. 

They are also a direct testimonial of what can be 
done when gas appliance dealers and the gas com 
pany get together. 


MANUFACTURING COAL GAS 


A number of retorts are charged with coal in suc- 
cession. The retorts are connected by suitable gas 
connections. 
tort, during the earlier stages of the carbonization, 


The gas from a freshly charged re- 


is passed through a retort containing more com- 
pletely carbonized coal to an off-take. United States 


Patent No. 1,420,041. 
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Making Sales in House-to-House Canvassing 


A FEW POINTERS IN DIRECT SELLING TO THE CONSUMER 


Direct contact with the purchaser and user of gas 
appliances, the consumer of gas, is desirable from 
many standpoints, but there are numerous salesmen 
who find it difficult to sell goods in this fashion. In 
other words, house-to-house canvassing is frequent- 
ly laborious and real hard work, sometimes entirely 
or largely unproductive of results, until the sales 
man “gets wise” to the tricks of the game, learns 
to take advantage of any and every opportunity 
that presents itself and turns defeat into victory by 
grasping a chance word or noting a little circum 
stance which is sufficient to afford him entry, and 
finally results in a sale. The following article cites 
a few instances where this was done, and will per- 
haps give the salesman a few more pointers of 
salesmanship, a little more information as to how 
to approach and sell his prospect. 

A young lady who was employed by a successful 
Middle Western gas company to sell heaters and 
other gas appliances by house-to-house canvassing 
called one day at a rather imposing home in a 
residence section of the city. 


ge »« dd 


“I am representing the gas company,” said the 
young lady. “Have you a gas heater in your home?” 

“Yes, we have one,” was the reply, “but it takes 
forever and ever to heat the water.” 

“It must be an old model,” said the canvasser. 
“You can get a new model, of the instantaneous 
type, to take its place at a comparatively small 
cost.” 

“No, we don’t want to bother with another one,’ 
said the woman of the house. “We're going to keep 
right on heating any water we need in a bucket on 
the stove. It takes less time to do so and it isn't 
much trouble. And we don’t feel like spending the 
money for a new heater right now.” 

The woman began closing the door and it looked 
very much as though there wasn’t any likelihood 
of putting the sale over. 

But just at that moment a charming young lady 
came to the hallway. 

“Mother,” said the young lady, “I——” 

The girl stopped short as she saw her mother was 
engaged and then, after a brief glance at the can- 
vasser, turned and went away. 

Instantly the canvasser saw her opportunity. 

“Your daughter is the reason why you ought to 
buy a new heater,” said the canvasser. “She’s right 
at the age where she will want to have her girl 
friends come and visit her. And you'll want her to 
have her friends around the house, as it will enable 
you to get well acquainted with them. But your 
daughter won’t want her friends to come and visit 
her when your water heater doesn’t work. Just 
the thing of not having a new heater may mean the 
loss of a lot of pleasure for your daughter and may 
keep you from becoming acquainted with your 
daughter’s girl friends.” 


“T hadn’t thought of that,” said the woman of the 
house with a thoughtful look on her face. 

The canvasser, seeing that she had a splendid ad 
vantage, followed up this with a good strong sales 
talk, and, eventually, the sale was made. 


When a man who was canvassing a good residence 
section of a Middle Western city of about 90,000, 1» 
the effort to sell gas appliances, found that the 
woman who opened the door at a nice, home in 
response to his ‘ring wasn't at all interested in the 
things he was saying, he felt that something e 
ceptional must be done if her attention was to be 
gained and if a sale was to be made. 


COSY 


He looked the woman over quickly and he noted 
that she was wearing a neat apron and that there 
was flour on her arms—her sleeves being rolled up. 

this gave the man an idea. 

“There are quite a number of women in this neigh- 
borhood who are using the ovens we are selling,’ 
said the canvasser. “They find our ovens are the 
best ever for cooking. Let me give you the names 
of some of the women in this neighborhood who are 
using the ovens.” 

Saying this, the canvasser drew a typed sheet of 
paper from his pocket and réad off a number ol 
names and addresses to the woman. 

“Some of these women first used the ovens on 
approval,” said the canvasser. “And we'll be glad 
to send you out an oven to be used in the same way.” 

The woman became much interested at this and 
after some questions as to the way in which the 
ovens were used and some more questions as to 
what the women of the neighborhood were doing 
with the ovens, what they said about them, the sale 
was made. 

This little incident shows the value, in house-to- 
house canvassing, of having a list of all the owners 
of various kinds of appliances in the section that is 
being canvassed and of then using this list in mak- 
ing sales. 

And it also shows the value of sizing up the 
prospect carefully when it seems difficult to make 
a sale and of using the things discovered in this 
sizing up in putting sales over. This particular sale 
was really made because the salesman saw that the 
woman had been engaged in cooking before coming 
to the door—the flour on her elbows showing this— 
and because the salesman realized that the woman 
would, therefore, be most interested, in all proba- 
bility, in some appliance which would be an aid in 
cooking. 


“We aren’t going to put any more money in 
household appliances,’ was the way that one house- 
wife replied to the canvasser’s introduction and 
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statement that he would like to demonstrate some 
new appliances to her. “We've just refurnished the 
house and made some improvements to it, and we're 
going to get along with the appliances we've got 
for some time.” 

“Of course, your improvements included a 
water heater,’ suggested the. salesman. 

The woman hesitated a moment before replying. 

“No, they didn’t!” she replied, somewhat defiantly. 
“We're still using the old heater and we’re going to 
continue using it.” 

“That’s what another woman on whom I called 
recently said,” declared the salesman. “She lives 
in a house that has recently been refurnished and 
remodeled, but she and her husband had decided to 
economize on the heater proposition and had de- 
cided to keep right on using their old heater, which 
wasn’t giving very good satisfaction because it had 
been used so long it was worn out. I found out that 
the reason the people had refurnished their ‘iouse 
and remodeled it was because they were expecting to 
entertain some of their relatives for quite a little 
while. So I pointed out to them how all the refur- 
nishing and remodeling of the house wouldn’t be of 
any use in making a good impression on the rela- 
tives if there was one annoying thing overlooked 
in doing the work. And I pointed out to them how 
important a modern water heater is in the home 
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where guests are being entertained. The people 
saw the point at once and they bought a new heater. 
And I’m telling you this because, if you are going 
to do any entertaining, it is a point for you to con- 
sider—a very important point, too.’ 

The woman looked thoughtful. 

“I'll take it up with my husband,” she said finally 

And eventually the salesman made his sale. 


“The way that I make so many sales,” said a suc- 
cessful Middle Western outside salesman, “is by first 
finding out from the women of the houses just what 
appliances they already have in the houses, and by 
then trying to sell them replacements or by trying 
to sell them some appliances that they haven’t got. 

“By doing this I immediately get the whole trans- 
action down to something concrete and specific and 
definite and I’ve found in my experience that it is 
much easier to sell one or two definite appliances 
than it is to work up a sale by talking indefinitely 
about all the goods being sold by the company I am 
representing. Women simply aren’t interested in 
generalities while they are deeply interested in spe- 
cific and definite appliances.” 


Aren’t there some points in all this which will help 
other outside salesmen in making more sales? 
Here’s hoping so, at any rate. 
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By WILLIAM H. MATLACK 


June is the big out-of-doors month, vacations 
start, baseball is in full swing and disciples of Isaac 
Walton will be found on the banks of every stream. 

June is fishing time and the wide-awake commer- 
cial manager will be one of the fishermen—not on 
the banks of the streams so much as around the 




















haunts of his customers, about town generally, for 
new business and ideas that help to sell. 

sillboard advertising is more effective during the 
summer months, when folks are out-of-doors most 
of the time, and the gas company who employs this 
medium should give this fact some thought. Sum- 
mer time billboard advertising might well feature 
winter needs, the room heater, the gas furnace, the 
clothes dryer and the water heater. The idea of 
the advantage of gas for fuel may be firmly fixed in 
the minds of a great many people during the out- 
of-door months by the use of billboard advertising 
that otherwise would not see it. The Fuel of the 
Future may and should be advertised in every le- 
gitimate manner possible. 

The insert is a most effective and economical way 
of advertising gas service and gas appliances, and 
while there is no way to check the absolute results 
of such advertising, it has been stated by many large 
advertisers that it is a highly profitable way. Many 
of the large specialty manufacturers never let a 
piece of mail matter leave their office that does not 
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contain an insert. The folder, the blotter or a card 
are all good mediums. 

Sell by demonstration. We know a gas appliance 
salesman who sells hundreds of gas lighters every 
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year, by demonstration. There are always a half- 
dozen lighters scattered about the store in which 
he is employed, and this man, who is an outside 
salesman, knows exactly where they are, and when- 
ever he serves a customer he makes it a point to 
pick up one of the lighters, which he keeps in his 
hand until the customer is served and is about to 
leave the store. At this point the salesman sides 
up toa range, opens a valve and with the lighter 
lights one of the burners. The customer, nine times 
out of ten, will exclaim: “What’s that?” or “Oh, 
how did you do that?” and at this the salesman 
extends the lighter, saying: “The most convenient 
thing you can have in the kitchen, twenty-five cents. 
It saves littering up the range with matches”—and, 
safe to say, he rarely fails to sell. Where the cus- 
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tomer has purchased a lighter he usually sells two 
or three renewal carbons. This is rather a small 
thing, but, like the salesman, we think, “it helps to 
show the customer that we are on the job.” 

If you have advertising literature which you de- 
sire customers to pick up and read and carry home 








with them, display it in a prominent place and do 
not fail to place a neat sign above it which says, 
“Take one.” Regardless of the fact that advertis- 
ing literature is and has been distributed in this 
manner for years, there are a great many people 
who will not “take one” unless there is a sign com- 
manding them to do so. 

Delivery trucks are mighty good advertising me- 
diums. The sides of each truck may well be con- 
verted into a speeding billboard. Have frames made 
in such a manner that they may be attached to 
either side of your trucks, back these frames with 










composition board on which to paste your ads, and 
the giant ads furnished by manufacturers. 

Try the telephone again to advertise special sales, 
not by calling all customers, but by having’ all em- 
ployees who have use of the telephones to advise 
each and every person “calling in” that the sale is 
in progress or is about to be. 





Too Much Organization Is Just as Bad as Too Little 

How many of you selling appliances have “run-up’ 
your sales for the year 1922, only to find that while 
you had what seemed to be a fair volume of sales, 
all considered, that you did not earn any profit, or 
very little, and asked, “Why is this?” 

Of course, “there is no need of crying over spilt 
milk,” but if your “running-up” indicated a loss on 
merchandise sales it is time you dug a little deeper 
to see if you can find the cause, for surely you are 
not in business for your health. Maybe you are not 
pricing your appliances correctly, or it may be that 
you are carrying too many lines to assure you a 
proper turnover, or possibly you have too large a 
man turnover. Look into it and correct it at once, 
but be very careful how you do it; do not “just cut” 
out some of your advertising or trim your salaries 
or commissions. 


One company that we know of made an analysis 
of its sales last year and found that its sales cost 
was entirely too high, and immediately decided it 
was the method they used in compensating sales- 
men. They had divided their figures and grouped 
them under two heads—“Cost of Sales,” which in- 
cluded cost of merchandise, installation and deliv- 
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ery, and “New Business Expense,” which included 
advertising, direct selling, canvassing, floor sales, 
rentals, clerk and office help, commercial manager’s 
salary, light, heat and so on, which is all very proper, 
but when their tabulation showed a loss they did 
not analyze these various items, but arbitrarily as- 
sumed that the salesmen were being paid too much 
and proceeded to frame a new plan of compensation 
for them. 


While we have not seen the figures for the last 
half of last year, we believe that this change has 
shown a far greater loss than the old plan, and that 
a little digging would indicate. that the whole loss 
might well be attributed to several causes other 
than that the salesmen were being paid too much. 
It is common knowledge that this company has a 
general commercial manager, a district commercial 
manager, a local commercial manager and a general 


How Jobs 








advertising manager, and that, while the general ad- 
vertising manager does help with some of the local 
advertising of stock sales, he does nothing in 
the way of helping lay out or prepare local ap- 
pliance advertising. It is also a fact that none of 
the “commercial managers” do any selling. Their 
jobs are purely “How Jobs.” They start at the top 
and work down to the man who rings the bell and 
tell how to do it, and for this reason all of their 
salaries and expeng» incurred in their work is 
charged to the item, “New Business Expense,” and 
that may be the place for it. The question is, “Why 
is this?” Why is all this direction necessary? Is 
it any wonder that the commercial department is 
operated at a loss? It seems to a great many folks 
that the main reason so many of the public service 
companies show a loss in their merchandising ef- 


Experience 
Has 
Shown 
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forts is due to the simple reason that they carry 
too much excess baggage. There can be no doubt 
that each of these managers could be very useful if 





the plan was properly laid out, but as names on the 
payroll they “don’t mean anything,” especially if the 
whole merchandising department suffers for it. 
Would it not be better to have one general man 
who could visualize and lay out selling campaigns 
for each city and then work with the local man to 
see that there was no hitch while the local man got 
out with the boys and helped them out of tight 
places? Would not that produce more sales than 
the morning session at which the commercial man- 
ager says, “Well, my experience has shown me”? 
Don’t you believe that would go a long ways in 
turning the red to black on the monthly report? 





The Direct-by-Mail Question 


Here of late there has been a great deal said 
about direct-by-mail advertising, and here and there 
a great many questions have been asked about this 
class of advertising, as applied to gas appliances, 
and while there is a great diversity of opinion re- 
garding many of the phases of direct-by-mail ad- 
vertising, we believe that a recital of some of the 
questions asked with the answers given by this 
writer will prove timely and interesting and per- 
chance instructive, in that they may furnish some 
of those interested a different slant on the subject. 

The following are some of the questions asked 
with the answers: 

Q. What is the idea back of the direct-by-mail 
campaigns, so much in vogue today? Do you know 
of any such campaign that is built to sell? 

A. The object of the direct-by-mail campaign may 
be: built with no thought of selling an actual order 
for appliance, which it describes, but instituted for 
the sole purpose of introducing the appliance, of pre- 
paring the way for a visit of the personal salesman, 
who is expected to sell. Direct-by-mail advertising 
is the most effective and least expensive means of 
influencing the mind of the prospect and insuring 
the personal salesman of an opportunity to tell his 
story. 

Q. Just what function or functions may be claimed 
for the direct-by-mail campaign? 

A. Direct-by-mail campaigns may be employed to: 
1, introduce the appliance and secure an audience for 
the personal salesman; 2, induce the prospective cus- 
tomer to visit the store; 3, build up customer good- 
will, foster favorable public opinion. 

Q. What is the most effective medium for use in 
a direct-by-mail campaign ? 

A. That is problematical. In some instances the 
post card has been found very effective. In others 
the folder, booklet or letter. Usually a combination 
of letter (personalized) and folder or booklet, de- 
scribing the appliance, is employed. 

Q. What is meant by a personalized letter? 

A. Personalized letters are form letters with the 
name and address of prospects inserted. 

Q. What is your idea regarding signed letters? 
How should they be signed? 

A. Letters that are worth signing are worth sign- 
ing by pen and ink. It not being the idea to try “to 
fool” anyone, but to get away from the slovenly 
rubber stamp. 
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Q. Does the average person read form letters, be- 
lieving that to be personal? 

A. We do not believe anyone sends out form let- 
ters with the idea that they are to fool anyone. 
Form letters simply represent letters sent out on 
a quantity production scale. 

(). What is the most effective form of enclosures? 

A. We would say the value of enclosures vary, but 
their value may be said to run in this order: Order 
blanks, request that salesman call cards, descriptive 
folders of the appliance. 1, order blanks, where the 
appliance is well and favorably known and priced 
and is such that will sell from description; 2, re- 
quest cards, where price, terms and details are de- 
scribed; 3, descriptive folders with all letters. 

Q. Should direct-by-mail matter, “stuffers,” be en- 
closed with all letters to customers? 






A. There is a wide difference of opinion regarding 
this procedure, but we are inclined to believe very 
firmly in the value of “stuffers.” We believe they 
pay big dividends. Do not make the mistake of 
trying to trace immediate, direct results. It often 
occurs that sales are made months and even years 
after the “stuffer” was sent out. 

Q. What do you think of post or mailing cards 
of special design as a medium for selling an idea? 

A. We are of the opinion that special mailing 
cards are very effective. In one instance we know 
of a gas company due to peculiar geographical loca- 
tion that was compelled to employ this type of ad- 
vertising almost exclusively, and whose results were 
gratifying. One suggestion we should like to make, 
however, is to be very careful of “stunts” in using 
this type of advertising. 








Sell Gas As a Superior Fuel 





EFFECTIVE SELLING OF GAS FOR INDUSTRIAL PURPOSES MEANS THE PROPER UNDER- 
STANDING OF HOW YOUR CUSTOMERS’ REQUIREMENTS ARE BEST FILLED BY GAS 


J. E. Bullard 


An industrial gas salesman called on a coffee 
roaster. The prospect admitted that he was not en- 
tirely satisfied with his present methods, but said 
that the gas rate was so high that he simply could 
not use gas. 

Instead of arguing with him, this salesman asked 
the coffee roaster if he knew of atiy book or any 
source from which he could gain correct informa- 
tion in regard to the chemistry of coffee and the 
effect of heat upon it. The coffee roaster was not 
able to tell him where this information could be 
found; so the salesman started out to find it him- 
self. Finally he heal of a night extension course 
being given by a local college that promised to give 
him exactly the knowledge he desired. He enrolled 
in this course and studied chemistry, and especially 
the chemistry of coffee, for eight months. 

When he came back to the prospect he was able 
to point out where mistakes were being made and 
how they could be corrected by using gas. It was 
not necessary to talk costs. The better methods 
more than offset any apparent difference in costs 
because of the more accurate control and the greater 
uniformity in product. 

Gas is sold for various domestic purposes, such as 
cooking, lighting and heating, without any great ef- 
fort on the part of the seller. No intensive sales ar- 
gument is required. But one reason why so many 
people start up the coal range in the fall is because 
not enough attention has been given to the kitchen 
problems. The necessity of heating the kitchen, for 
example, has been entirely overlooked. When the 
gas salesman sells a gas range or gas water-heater, 
he should go a step farther and sell a gas heater for 
heating the kitchen as well.. If he takes note of the 
need of heat in the kitchen and arranges to supply 
this need, he goes a long way towards keeping the 
coal range out of the kitchen and prevents its sup- 
planting the gas range for cooking purposes. 

The average householder is not a technical man. 


He does not go into costs and methods to the extent 
that the industrial customer must. There is no com- 
petition that must be met. He can spend more money 
in one direction than in another, if he so desires. 
As a matter of fact, he spends his money as a rule 
for those things back of which the greatest sales 
pressure is placed. Yet even in his case a careful 
study of his problems does increase his consumption 
of gas. 

When it comes to the industrial field, the proposi- 
tion is different from the domestic field, very largely 
because of increased competition. In the home it 
is usually a choice between solid fuel and gas. Oil 
enters in to a certain extent, but is almost negligible 
as a competitor of the gas range and water heater. 
In the industrial field there is coal, oil, electricity and 
steam from central heating plants to contend with. 


Gas Men Should Learn to Talk Method and 
Processes 


If the industrial gas salesman is not well posted 
on the industrial uses of gas, if he has not had a 
technical training, he is badly handicapped in meet- 
ing competition of other fuels. It would make little 
difference if gas rates were only half what they are 
now, and the cost of other fuels remained the same, 
his competitors would still be able to get a lot of 
business away from him simply because they are 
better equipped for their work. They know how to 
make what they are selling solve the problems of 
their customers. They don’t have to talk prices. 
They talk methods and processes. They talk higher 
efficiencies and lowered cost of production. They 
are able to design special apparatus and appliances 
that will solve serious problems with which the 
customer is confronted. Unless the gas salesman 
can also do this, he stands very little chance of win- 
ning out. The only reason why he has in the past, 
when in competition with better trained men, has 
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been due to the fact that the real merit of his prod- 
uct has been so much greater than that of his com- 
petitor, that it overcame the handicap under which 
he had to work. 

Real industrial salesmanship does not consist in 
quoting rates and putting in burners that will do 
the work. It does consist in being able to grasp 
the problems of the customer so well that gas is 
made to do the work with greater efficiency and 
better than it can be done in any other way. It 
means installing the apparatus that will do the work 
best and not the apparatus that will do the work 
as well as it is now being done and perhaps a little 
cheaper. 

Real industrial salesmanship consists in aiding the 
manufacturer to make more money by showing him 
better and more effective ways of applying heat and 
not cheaper ways of getting the heat. It consists of 
aiding him in securing greater uniformity and better 
quality in his product. It doesn’t matter if the heat 
does cost more money than it did before, if the im- 
provement in manufacturing processes is sufficiently 
great, the profits will be larger even though the 
cost is several times what it was originally. 


Gas Rates Versus Electricity Rates 


A common cry among gas men selling industrial 
gas is that the rates are too high. The rates may 
be on the wrong basis. The maximum industrial 
load can never be secured until a maximum demand 
rate is used. But rarely are the gas rates too high. 

The gas rate may be, say, a dollar a thousand cubic 
feet and the electric rate for industrial heat two 
cents a k. w. h. For two cents the electrical man 
can sell 3,412 b. t. u. For one dollar the gas man, 
if the gas is 550 B. t. u., can sell 550,000 B. t. u. One 
cent spent by the customer buys 5,500 B. t. u. of 
gas or 1,706 B. t. u. of electricity, yet the electrical 
man does sell electricity in competition with gas. 

In order to make it necessary to apply gas with 
the same degree of efficiency that electricity must 
be applied to make it an even proposition between 
the two, electricity must sell at about six-tenths of a 
cent per k. w. h. when 550 B. t. u. gas sells for a 
dollar‘a thousand. This makes it rather evident that 
it isn’t so much a matter of the price of gas as the 
manner in which it is applied. It is not so much a 
matter of how cheaply the gas can be sold as how 
intelligently the industrial gas salesman can make 
gas installations. 

He may not be able to secure as high an efficiency 
in heat transfer at the appliance as the electrical 
man, but he doesn’t have to. There has been a 
much higher efficiency of heat transfer back at the 
coal pile. Too often both the gas man and the elec- 
tric man overlook the fact that back at the coal pile 
the electrical man gets a heat transfer so inefficient 
that when the heat arrives at the appliance the B. 
t. u. input at the appliance represents but ten to 
twenty per cent of the heat in the fuel used to gen- 
erate the electricity. 

This means that the same high type of engineers 
will have to be employed in the design, manufac- 
ture and sales of industrial appliances and in the 
sale of gas for industrial purposes as are employed 


in the manufacture, erection and operation of gas 
plants. When this comes about we will have real 
industrial salesmanship. The industrial gas man 
should be a higher type of man than the industrial 
electrical man because not as much has been done 
for him in the way of perfecting appliances as has 
been done for the electrical man. 

As soon as real industrial salesmanship is applied 
to the gas business it is going to be a very difficult 
task for the appliance manufacturers, the plant ma- 
chinery manufacturers and all others having any- 
thing to sell connected with the manufacture and 
distribution of gas to keep up with the demand for 
new and additional equipment needed by gas com- 
panies to take care of their constantly and rapidly 
increasing demands. 





REMOVING NAPHTHALENE FROM GAS BY 
CHARCOAL 


Charcoal has been used for the extraction of ben- 
zol from illuminating gas, according to the process 
developed by the well-known German dyestuff con- 
cern, the Bayer Co. Recently an investigation was 
made in South Australia on the extraction of naph- 
thalene from coal gas by the charcoal absorption 
method. The results of this investigation are print- 
ed in full in the Australian journal, “Chamical En- 
gineering and Mining Review.” The charcoal used 
in the method was obtained from native Australian 
products, stringy bark and mallee. The _ specific 
gravity was approximately 0.5 and the ash content 
2.0 per cent. 

Tests were made on the gas issuing from the puri- 
fiers, in which the average content of naphthalene 
was 13.22 grains per 100 cu. ft. It was estimated 
that it would take approximately one ton of charcoal 
per day for the removal of the naphthalene from a 
production of 100,000 cu. ft. per hour. This was dur- 
ing the summer months when the production of 
naphthalene in the gas was comparatively high; 
much less charcoal would be requried in the winter- 
time. The average decrease in the calorific power 
of the gas due to the removal of the naphthalene 
was only one B. t. u. per cubic foot. Very little dif- 
ference was observed in th ecomposition of the gas 
after purification, after a preliminary decrease in 
the content of unsaturate dhydrocarbons had taken 
place. (This may be of some interest to those con- 
cerned with the formation of meter deposits, due 
primarily to the presence of these unsaturated hy- 
drocarbons in the gas.) 


GAS PURIFICATION PROCESS 


The purifying liquor is contained in a reservoir 
which is provided with a by-pass between the top 
and bottom, and with a grate supporting a packing 
material which provides voids for subdividing the 
gas into minute currents. The gas is supplied by 
a conduit below the grate and taken away by an- 
other conduit above the cleansing zone. United 
States Patent No. 1,423,696. 
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uses only about 15 per cent of his brain power. 


One Minute, Please! 


You and your brain power. 
How near do you come to making full use of what is in your brain? 


J. S. Knox, the salesmanship expert, says the average business man 


I think he puts the per- 








centage high. Certainly few men do exert their brains to anything like 


capacity, and many scarcely make a start on it. 


What kind of judgment is it that leads a man with a forty horse- 


power brain to let thirty-nine of those horses stand at the curb and eat 


their heads off while the remaining one does the work that supports all of 


them? 


You should keep your full brain power working every day. You 


should give your best, your full thought to each thing about your day’s 


enterprises. 


Many of your failures have been due to the fact that you did not do 


the best you knew how. You admitted afterward that you knew better. 
What is the advantage in knowing, if you do not make use of the 


knowledge? 


The trouble with us is that we do not follow that crisp, one-word 


motto that John H. Patterson, when alive and President of the National 


Cash Register Company, put on cards and posted throughout the works,— 


“Think!” 
Think this over. 
I thank you. 


FRANK FARRINGTON. 
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As the Journal Views It 








INDUSTRIAL GAS SECTION TO BE 
ORGANIZED 

The American Gas Association has just made an 
important announcement to the effect that an In- 
dustrial Gas Section will be organized on Wednes- 
day, June 6, 1923, at a meeting to be held in the 
Engineering Societies Building, 29 West 39th street, 
New York City, at 11 A. M. (daylight saving time). 

The importance of this meeting should be realized 
by every gas man, for this section will be bound to 
play a leading role in the future of the gas industry. 
Gas as an industrial fuel opens up great possibilities 
for the development and extension of the gas in- 
dustry and this significant action of the American 
Gas Association in organizing the new Industrial 
Gas Section is a step toward the common goal of 
making gas the universal fuel of the future. 

Every man specially interested in the industrial 
gas development of the industry should make a 
special effort to attend this meeting. 





THE SALESMAN AS A PIONEER 

An army advancing to battle in the enemy’s coun- 
try is accustomed to throw out on all sides and par- 
ticularly in advance of its columns, scouts or pio- 
neers. Their duty is to look over the land, search 
out places for encampment and in a general man- 
ner prepare the way for the advancing throng. 

The salesman in any industry is eminently a pio- 
neer, a scout. He is sent out primarily of course 
to sell goods, but in many instances he also serves 
to prepare the way for their introduction and sale 
in virgin fields which have not been touched. 

The gas salesman, particularly, should be a pio- 
neer, a scout, an observer of conditions and circum- 
stances, a distributor of propaganda and gas news, 
an educator and a developer of new fields into which 
the gas industry should, can and will eventually en- 
ter. The gas salesman, by coming into personal con- 
tact with users or prospective users of gas, both in 
the homes and in the industries, can prepare the way 
for gas progress by disseminating knowledge re- 
garding the applicability of gas to certain processes, 
not only from the standpoint of lowered cost, but 
also from that of greater efficiency and better oper- 
ating results and improved product. 

He must keep himself informed of developments 
in gas uses; he must ever be on the alert to detect 
new ways in which gas can be used. He must never 





study, examine or observe a manufacturing process 
without considering it in the light of whether gas 
can be used therein to gocd advantage. He must 
not be frightened by the question of cost, whether 
gas would be less expensive than the fuel that is 
now being used. The chances are that in many 
cases it will be, but there is also the superior service 
and efficiency of gas in its various uses that must be 
considered. He must know that gas is an ideal fuel 
from many considerations, for no matter what the 
fuel is, whether it be solid, liquid or gaseous, it must 
first be converted into the state of gas before heat 
can be produced by its combustion. 

There are endless opportunities for the use of gas 
in industrial manufacturing process, as well as in 
the household. Salesmen should know what these 
are and should ferret out prospects wherein these 
uses can be introduced. The gas industry today re- 
quires the concerted and combined efforts of all to 
develop the industrial field. The salesman in his 
position of pioneer, scout, the advance guard of the 
army of gas progress can do his bit by continually 
promoting the cause of gas, its application, wher- 
ever a fuel is used. In doing this, he will lend val- 
uable aid toward making gas the universal fuel of 
the future. 





INTERESTING THE WOMAN IN GAS 

The attention of our readers is called to the ar- 
ticle in the current issue on “Getting More Women 
inte the Salesroom.” ‘There is no doubt that by 
interesting the women in gas and. gas. appliances 
more sales can be made. ~The womam-is, after all, 
the one who uses the gas range, hot water heater 
to produce hot water for washing, etc. She is in the 
house much more of the time than the man, and 
hence she is very much concerned with the heating 
of the house. She will appreciate probably more 
than the man a uniform, easily controlled and easily 
operated system of heating, such as is afforded by 
gas. In other words, she is the one to be approached 
and interested. She is the one to be invited, urged 
and encouraged to visit the salesrooms of the gas 
company. 

But gas companies should remember that they 
must make an effort to interest the women when 
they come into the salesrooms. All retail mer- 
chants who cater to women know the value of fix- 
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ing up their displays in such a manner that they 


attract their women customers. In the aforemen- 


tioned article there are pointed out a number ot 


different ways in which the gas company’s sales- 
rooms can be fixed up to render them still more 
attractive to women visitors. 





Advertising Utilities: 


BY JOE CARMICHAEL, DIRECTOR IOWA COM MITTEE ON PUBLIC UTILITY INFORMATION, 
DES MOINES, IOWA - 


When I had the honor of making the first report 
of the lowa Committee on Public Utility Informa- 
tion to you at your convention in Davenport a year 
ago, we were groping more or less in the dark, as 
to how to proceed. The committee had then been 
organized but a few months. 

But of one thing we were certain. I was in- 
structed by the committee to point out to those who 
entered into an agreement to support it that one 
thing was absolutely necessary, that was that every 
company, whether gas, electric light or street rail- 
way, which hoped to maintain good public relations 
should adopt and consistently follow a policy of 
advertising in its local newspapers. 

After the experience of the year which has inter- 
vened, the committee is more convinced than ever 
that it was right in this policy. 

The committee subscribes for practically every 
daily and weekly newspaper published in lowa and 
watches the situation carefully in every community. 
It finds that the rule holds that where the local util- 
ity company takes its problems directly to the peo- 
ple through the newspaper advertising columns that 
there the best public relations prevail. 

This committee believes that if it has done noth- 
ing more during its first year of activity than to 
impress this fact on the utility men, its services will 
have been worth all that has been paid for its main- 
tenance by the utility companies. 

The committee’s office force goes over all of these 
Iowa newspapers carefully every day, clipping all 
advertising matter which appears in the papers, as 
well as all news stories relating in any way to the 
industry. It has been found that the advertising 
done by the utility companies has more than dou- 
bled in the past year. 

The data on advertising is carefully tabulated. 
Our records show that the attitude of newspapers 
in communities..where the utility companies have 
adopted regular advertising policies is more kindly 
than in communities where the companies do not 
advertise. More of the news stories which this 
bureau sends out and other publicity matter which 
comes from the national associations, is used in 
newspapers which have advertising contracts with 
the public utilities than by those which have not. 
This committee does not believe that the news- 
papers are being thus subsidized by the utility com- 
panies, but that the newspaper publishers who know 
the value of advertising have more respect for the 
business sagacity of a company which goes after 
business actively than for the one which sits back 
and waits for business to come to it. 

When I reported to you last year, we had just 
started issuing our bi-weekly bulletin, “Hawkeye 

*Paper read before the Iowa District Gas Associa- 
tion at Mason City, Iowa, April, 1923. 


Utilities,” This bulletin has received a cordial recep- 
tion from the industry and the public. Articles from 
it have been copied by newspapers throughout the 
state and by national trade journals. Besides issu- 
ing the Bulletin, the committee has sent several spe- 
cial news stories relating to the three industries 
which it represents, directly to the newspapers and 
to the press associations. If these stories are news, 
as we try to make them, the papers use them. 

With particular reference to the gas industry, the 
committee has endeavored to impress a few facts 
on the public by continually reiterating them in dif- 
ferent forms. We have pounded it in constantly, 
week after week, that the gas industry is growing, 
that it has trebled its output in the past decade, that 
it will be called on to increase its service. 

Our plans for educational work among the schools 
contemplate placing before the students in simple 
language interesting data regarding the industry. 
We have received requests for educational matter 
from about 100 schools so far, and expect this num- 
ber to increase to such an extent that it will take 
in practically all of the colleges and high schools 
of the state. Wherever we have opened communi- 
cations with the schools we have notified the local 
utility company managers, sending them copies of 
such bulletins as we issue and of correspondence 
which we carry on with the school authorities. 


We have received many requests 
chart showing graphically how gas is manufactured. 
This chart was prepared by the Smithsonian Insti- 
tution and we bought about 1,000 copies, practically 


for copies of a 


all of which have been distributed. The Illinois 
Commttee on Public Utility Information issued a 
booklet telling of the history of the gas industry. 
We bought copies of this booklet from the Illinois 
Committee and have distributed about 600 of them 
among the. school children. Some teachers have 
asked for copiés for each of the students in their 
physics and chemistry classes. 

The committee is pleased to note the policy of 
many companies, which invite school teachers to 
bring their classes to their gas plants to see how 
gas is made. We believe this is valuable in im- 
pressing on the young people the importance of an 
industry, upon which the public depends so vitally 
for a necessary service. : 

The committee purchased from the National Gas 
Association a copy of a film, “Around the Clock with 
Gas.” This will be shown at this convention. It is 
available to every company in the State, which may 
wish to secure it for display. The film has been 
turned over to the Engineering Extension Depart- 
ment of the Iowa State College at Ames for dis- 
tribution. It may be secured by writing to that de- 
partment. The only cost is for express charges back 
to the university. 
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Do you know that the av- 
erage bill for gas serv- 
‘ice is one of the least ex- 
ensivée* items in the 
Shasewives’ budget? 
For example, gas service 
during a typical winter’s 
month can do the follow- 
ing for a family of five 
persons in an eight-room 
ouse: 
Automatically heat 4000 
gallons of water. 
Cook 90 meals in 75 hours. 
tive 250 hours of eye- 
comforting ilumination, 
Heat your home without 
chores, smoke, dirt or 
ashes. 
Lessen the work of clean- 
ing and decorating; elim- 
imate smoke and soot. 


There is no other service 

at your disposal that gives 

so much for so little 
money. Would you want 
. to do, without it? 


UNIQUE EDUCATIONAL PROPAGANDA AND 
ADVERTISING 


Advertisers often ask themselves the question, 
“Are our advertisements read? Do people really pay 
any attention to them?” There is no doubt that ad- 
vertising does pay, but it is sometimes very welcome 
to find some facts which substantiate this well- 
known axiom. 

Recently the Portland Gas and Coke Co., of Port- 
land, Ore., conceived the idea of learning whether 
or not their advertisements in the daily papers, 
which were run on the women’s page and which 
were definitely planned for creating good-will and 
impressing the readers with the importance and 
value of gas service, were actually read by the pur- 
chasers of the newspapers. The company, accord- 
ingly, offered a series of prizes on terms which 
would necessitate the careful reading of each item 
daily. The terms were that the word “gas” wher- 
ever it appeared was to be underscored. 

The results of the contest were surprising. Not 
only was the number of participants amazingly large, 
but the trouble that people went to in getting up 
their answers in order to win the prizes was a reve- 


Wherever gas is obtain- 
able—and nowadays that 
is nearly everywhere—the 
gas range takes first 
place in the kitchen. Even 
in’ remote country districts 
many householders cook by 


gas, depending upon ship- 
p. merits of gas in tanks.}, As 

for people living in the big 
cities, who could imagine 
.’ them. without gas ranges 
and gas weter heaters? 
© "These two indispensable ap- 
§. -pliances have not only elim- 
»\jnated the irksome work of 
Mtatrying and feeding fuel, 
ag i i f soot and 
con ig arg ag Mla made 
possible cheerful, dainty, 
' sanitary kitchens in con- 
© trast’ to the full and unin- 
witing ones of a few years 





lation. One of the best answers is shown in the 
photograph. It represents a double page of a book- 
let in which the advertisements were pasted on 
blank, black pages, surrounded with little decora- 
tions in white ink, drawn by the compiler of the 
booklet and pertaining to various gas subjects. The 
booklet is really very novel and much credit is due 
to the compiler. 

Once more it has been proven that people do read 
advertisements and that advertising pays. 


HYDROGEN FROM COAL GAS 

Hydrogen is an important commercial gas and its 
uses are constantly increasing. In a recent number 
of the French journal, “Comptes Rendus,” the well- 
known French chemist, Georges Claude, who has 
done some very important work on hydrogen, de 
scribed a means for the separation of pure hydrogen 
from coke-oven gas. The benzol is first removed 
by scrubbing with wash oil, and the carbon dioxide 
is separated out by treatment with lime water. Then 
the gas is partially liquefied to separate the various 
condensable constituents. Pure hydrogen is thus 
obtained. 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 
(Quotations furnished by The National City Company) 


May 31, 1923. 


Company. Maturity Bid Asked 

American Lt. & Trac. Co........... -Five Year 6s......... May 1, 1945 9554 96% 
Brooklyn Union Gas Co........... . First Consol. 5s...... May 1, 1927 9634 971 
Columbia Gas & Elec. Co.......... Ue Bs so vvausdsuans May 11,1927 9614 97% 
Consol. Gas, Elec. Lt. & Pr. Co. of 

ERE A Sata ee pa eye First Ref. 7%4s....... Dec. 1, 1985 110 111 
Consol. Gas, Elec. Lt. & Pr. Co....General 4%4s......... Jan. 1, 1935 91 91% 
New Amsterdam Gas Co............ First Consol. 5s...... May 1, 1948 82144 84 
Denver Gas & Elec. Co............ .Gen. (now ist) 5s....Jan. 1, 1949 9342 95 
Detroit City Gas Co................ OES OB... novacseses Jan. 1, 1947 9914 99% 
Equitable Illum. Gas Lt. Co. of 

DDL, ail shecennccseesatd Pitt Bhs. cccavstauts Jan. 1, 1928 9934 101 
Hudson County Gas Co............ a er Nov. 1,199 9% — 
Laclede Gas Light Co........ccccces Ref. & Ext. 5s....... Nov. 1, 1934 92 93 
Michigan Light Co.............. ...First & Ref. 5s...... Mar. 1, 1946 87 8834 
Milwaukee Gas Light Co........... PF. so caidsvasin May 1, 1927 9334 94% 
Peeme Gas & Elec. Oo.......cceces Gen. & Ref. 5s...... Jan. 1, 1942 913g 913% 
Pacific Gas & Elec. Co...........+. First & Ref. 7%s...... Dec. 1, 1940 106% 108 
Cal. Gas & Elec. Corp............4+. Unif. & Ref. 5s...... Noy. 1, 1937 9644 97% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s......... Sept. 1, 1947 90 92 
Chicago Gas Lt. & Coke Co........ ear etpce rr July 1, 1937 94 97 
Portland Gas & Coke Co.......... .First & Ref. 5s...... Jan. 1, 1940 89 91 
Seatine Beetins Ce. ..cccocccsveese Refunding 5s.........Oct. 1, 1949 81 83 
Southern California Gas Co........ ree Nov. 1, 1950 9744 99 
Utica Gas & Electric .Co........... Ref. & Ext. 5s....... July 1, 1957 89 913% 
Washington Gas Light Co.......... General 5s...........) lov. 1, 1960 9314 94 


Western States Gas & Elec. Co. of 
California 


A bderiinlaie mani Abies debe First & Ref. 5s... 


1941 90 92 





Marketing Bonds 

The Kansas Gas & Electric Com- 
pany is marketing $3,500,000 of its 
first mortgage sinking fund 6 per 
cent 30-year bonds, series “A,” at 
95} 2, to yield about 634 per cent. 
These bonds are secured by a first 
mortgage lien on properties valued 
at more than $22,000,000. The 
company serves a population of 
200,000, the larger communities 
receiving its service being Wichi- 
ta, Newton, Pittsburg, Independ- 
ence, Eldorado and Arkansas City, 
all in Kansas. 


Average net earnings for the 
three years ended January 31, 
1922, were $1,005,981, and in the 
twelve months ended March 31, 


1923, $1,732,000. Stock ownership 
of the company is held by the 
American Power & Light Com- 
pany. 





Granted Permission to Issue Stock 

BOSTON, Mass.—The Light & 
Power Company of Abington and 
Rockland, one of the public utility 
corporations owned by Stone & 
Webster, Inc., has been granted 
permission by the Department of 
Public Utilities to issue $112,400 
additional common = stock, par 
$100, to be sold at $120 a share to 
pay for additions and improve- 
ments which have been made at 
the plant. 

New Gas Rate Is Announced 

Oskaloosa, Iowa. Without 
pressure from the outside, and 
solely as a matter of good busi- 
ness, the Oskaloosa Light & Fuel 
Company has announced a volun- 
tary reduction of 15 cents per 1000 
on gas rates for the city of Oska- 
loosa, 


In their announcement Manager 
Porter states that since the over- 
hauling given the plant last sum- 
mer and the addition of new ma- 
chinery and equipment, the Oska- 
loosa gas plant is one of the best 
in the state. They are able to pro- 


duce gas at a reduced cost and 
they have decided to give the ben- 
efit of the reduction to the con- 


sumer. 

This the company decides is but 
good business. With the reduced 
rate more people should use gas, 
and the volume of busixess will 
more than make up for the reduc- 
tion in rates. 

Customers of the company are 
much pleased over the action of 
the company, and they have un- 
doubtedly made many friends by 
the course they have pursued. 
With Oskaloosa’s gas rates re- 


duced along with the general re- 
duction in other public utilities, 
there is every reason to believe the 
greater obstacles in the way of a 
bigger and better city are being 
removed. 








Accepts Position with Gas Co. 

Winston-Salem, N. C. in: 
Craige, who has been for the past 
eight years with the sales depart- 
ment of the Carolina Light & 
Power Co. at Raleigh, has accept- 
ed a position with the Winston- 
Salem Gas Company and will de- 
vote himself especially to the de- 
partment of gas appliances. 


Wants Three-Part Gas Rate 

Miami, Fla.—The Miami County 
Gas Company has applied to the 
public utilities commission for per- 
mission to install the three-part 
gas rate recently approved by the 
commission. The Miami company 
wishes to operate on the same 
rates that have been used at Ot- 
tawa, where the three-part rate 
was installed three years ago on a 
test. 
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Louisville to Get $2,500,00@ Plant 


Louisville, Ky.—Completion of a 
modern gas manufacturing plant 
by November 15, 1923, is part of 
the construction program of Louis- 
ville Gas & Electric Co. The esti- 
mated cost is $2,500,000. Contracts 
have been awarded for most of the 
equipment, and erection of the 
plant buildings will be started at 
once. 


The plant will be located on a 
75-acre site on the Ohio River, east 
of the city limits, recently acquired 
by the company. The generating 
equipment will consist of four 12- 
foot water gas sets and will have 
a daily output capacity of 12,000,- 
000 cubic feet. These sets, to- 
gether with purifying apparatus, 
a 1,000,000 cubic foot relief holder 
and compressors, have been order- 
ed. from the manufacturers, and 
contracts for additional equipment, 
such as blowers, exhausters and 
other accessories, will be placed in 
the near future. 


The generating sets will be 
equipped to operate with the 
Young-Whitwell back-run process, 
and will be prepared to use either 
coal or coke as a generator fuel. 
This process is the invention of D. 
J. Young, manager of the gas de- 
partment of the Byllesby Engineer- 
ing & Management Corporation. 
It is, in effect, a method of com- 
pletely gasifying low-grade gener- 
ator fuel in one operation, at the 
same time adding sufficient oil to 
produce the required calorific 
standards. The process is carried 
on in a standard water-gas set. It 
has been in successful operation 
at the Everett plant of the Puget 
Sound Gas Company, one of the 
operated utilities of Standard Gas 
& Electric Co., since August, 1921. 

The plant will be so located that 
shipments of coal may be received 
both by rail and water, and will be 


imme 
o 
INDUSTRY 











definite expansion to care for fu- 
ture demands. Construction is of 
such a type that coal-gas appara- 
tus may be installed if desired. 
Construction work will be by the 
Byllesby Engineering & Manage- 
ment Corporation. 


Consolidation of Gas Companies 
Approved 


Pittsburg, Cal. — The Contra 
Costa Gas Company has been au- 
thorized by the Railroad Commis- 
sion to transfer all of its proper- 
ties and business to Coast Counties 
Gas and Electric Company provid- 
ing the latter shall assume pay- 
ment of all outstanding obliga- 
tions of the former, including its 
floating debt and bonded indebted- 
ness. 

The Coast Counties Gas and 
Electric Company has also been 
authorized by the Railroad Com- 
mission to issue not exceeding 
$111,150 of its lst preferred stock 
in exchange for a like amount of 
the outstanding stock of Contra 
Costa Gas Company, par for par. 


The Contra Costa Gas Company 
operates in Pittsburg, Martinez, 
Antioch, Concord and Crockett and 
contiguous territory. Both compa- 
nies were organized by S. Waldo 
Coleman. 


Columbia University Offers Course 
in Gas Making 

Columbia University announces 
as part of its summer work a 
course in the manufacture and dis- 
tribution of artificial gas. The 
course, which will begin on July 
9th and end on August 17th, will 
consist of lectures, laboratory work 
and plant inspection. 

The lectures will cover the sub- 
ject of gas manufacture from the 


of ample size to permit almost in- analysis of the raw materials to the 











finished product, with emphasis 
upon the chemical details of the 
several processes. 


In the laboratory work will be 
included the chemical examination 
of coal, gas, oil and gas oil, with a 
view to giving the student a thor- 
ough understanding of the princi- 
ples of testing these materials. Six 
plant inspections and a series of 
illustrated lectures will be included 
in the course. 


Part of the work to be done will 
be to lay out a gas-plant for a small 
city from data on expected con- 
sumption and by-product markets 
furnished to the students. They 
will be asked to choose the most 
suitable type of gas-plant, lay out 
apparatus, collect data on con- 
struction and operation cost, and 
attempt to figure the final cost of 
gas in the holder. 


The course will be open to all 
who have had training in general 
chemistry or who have had expe 
rience in the gas business. 


Personals 

The Parker Russell Co., of St. 
Louis, Mo., have engaged the serv- 
ices of George M. Parker, son of 
L. Parker, the president of the 
company, to represent them on the 
road in the gas bench construction 
business. Mr. Parker is a grad 
uate of the Wisconsin State Uni 
versity and his studies while at the 
university were almost exclusive 
ly confined to the chemical engi 
neering course, which fits him very 
well along the lines of his new en- 
deavor. 





J. J. Tayon, for sixteen years 
superintendent of distribution for 
the St. Clair County Gas & Elec 
tric Company, East St. Louis, IIl., 
has opened a gas appliance and fit 
ting shop in East St. Louis under 
the name of The Tayon Appliance 
Company. 
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San Diego Cons. G. & E. Co. Cele- 
brates 42nd Anniversary 

On April 23, 1923, the San Diego 
Consolidated Gas & Electric Com- 
pany celebrated its forty-second 
anniversary. The company was 
incorporated in 1881 as the San 
Diego Gas Company, but at the be- 
ginning of a local boom in 1886 it 
was seen that the gas plant was 
inadequate to handle the increas- 
ing business and as a result the 
San Diego Gas & Electric Light 
Company was organized and in- 
corporated May 20, 1887, as the 
successor to the San Diego Gas 
Company and the Coronado Gas 
and Electric Company. 

April, 1905, the properties were 
purchased by H. M. Byllesby and 
Company, and the name changed 
to the present one. 


The company now owns and op- 
erates properties serving San Die- 
go and forty-five adjacent cities 
and towns with total population of 
about 145,500. Business of the 
company has grown steadily. The 
number of gas customers has 
grown from 2,079 to 32,559. 

Work is progressing on the new 
6,000,000 cubic foot steel tank gas 





holder which the company is build- 
ing. 





Opens Branch Office 

The Koppers Company has _ re- 
cently opened up a district office at 
1709 Peoples Gas Building, Chi- 
cago, Ill., to take care of its rapidly 
growing business in that section of 
the country. Mr. Angus MacAr- 
thur, formerly superintendent of 
the Coke Plant, Chicago By-Prod- 
uct Coke Company, Chicago, has 
been appointed district engineer in 
charge. 


Discusses Rate Question. 

Florence, S. C—Marion D. Lu- 
cas, president of the Florence Gas 
Co., and Sam W. Brown, the man- 
ager, appeared before the council 
and took up with them the matter 
of establishing an adequate rate of 
charges for gas. Mr. Lucas stated 
that the special rate of $2, which 
was granted by the railroad com- 
mission several years ago, would 
expire with the collection of the 
current month’s bills and that au- 
tomatically the company would 
have to go back to the old $1.50 
rate unless the same rate, +° an- 
other one, was allowed. it was 


decided that the railroad commis- 
sion having the fixing of rates for 
public utilities in hand, must fix 
this rate, and the council went on 
record as asking the commission 
to fix a rate for the local concern 
that will be equitable to them. Mr. 


Lucas stated in his talk that the 
company could not possibly oper- 
ate without a loss at the former 
low rate. The mayor stated that 
in their letter to the commission, 
that body be asked to make a rate 
and submit it to the council and 
gas company for their approval. 


Another Bubble-Bursts 

After less than three months’ 
trial, the Seattle Municipal Street 
Railway System abandoned 
the five-cent fare. 

The five-cent fare in effect since 
March 1 will be replaced by a 10- 
cent cash and 8 1-3 cent “token” 
fare ordered by the city council, 
which unanimously adopted the re- 
port of a special committee recom- 
mending the increase. 

During the brief period that the 
five-cent fare was in effect the city 
owned lines suffered an actual loss 
daily of $4,500. 


has 
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Gas Company Files Notice of 
Advance 

Oklahoma City, Okla.—The city 
gate gas rate to all cities in the 
state served by the Oklahoma Na- 
tural Company was increased from 
25 cents to 40 cents in a schedule 
filed today by the company with 
the state corporation commission. 

In cities where the Oklahoma 
Natural distributes gas to consum- 
ers the burner tip rate, according 
to the schedule, will be 65 cents 
for the first 200,000 cubic feet and 
25 cents for each 100,000 over this 
amount, except in Tulsa and where 
the top rate is 62 cents, with 25 
cents for amounts over 200,000. 

Frank Carter, chairman of the 
state corporation commission, said 
the new gate rate would “mean 
about seventy cent gas to consum- 
ers in cities served by local distrib- 
uting companies.” 

The new rates are effective on 
May 21. They are subject to re- 
vision by the United States district 
court for western Oklahoma, but 
do not need approval of the court 
to become effective, it was ex- 
plained by Mr. Carter. He said 
bonds have been made by the com- 
pany to cover possible refunds in 
the future and that there is noth- 
ing to prevent the new schedule 
from taking effect Monday. 

Increasing of the rates follows 
a decision in United States district 
court here this week restraining 
the state corporation commission 
from enforcing a gate rate of 30 
cents. This rate represented an 
increase of 5 cents and had been 
in effect only a few days. As a re- 
sult, the increase in bills will be 
based, in the case of local distrib- 
uting companies, on a 15 cent in- 
crease. 


Pushing Gas Range Sales 


Denver, Colo. — Concomitant 
with its promise to give the city 
better gas service, the Denver Gas 
and Electric Light Company is of- 
fering well-known gas ranges at 
$5 down and the balance on easy 
monthly payments. As a further 
lure to a sale of the gas range they 
give free with every gas range 
purchased a 12-piece set of “Fa- 
mous Gasbake” baking dishes, val- 


ued at $8. 


Gas Co. Granted Extension of 


Mains at Town of Lake 
Racine, Wis. — The town of 


Lake, Milwaukee County, has 
given its consent to the Wisconsin 
Gas & Electric Company for the 
extension of gas mains, D. E. Cal- 
lender, general manager of the 
company, has announced. A gas 
manufacturing plant may later be 
built in the town if the demand for 
service warrants, he said. Gas at 
present is pumped from the Racine 
plant. 


Asks Increase in Rates 

Indianapolis. — Petition for in- 
creased rates has been filed by the 
Warsaw Gas Company. The in- 
crease is slightly in excess of 12 
per cent over the present rate. 

In asking the state public serv- 
ice commission to increase the 
rates the company makes the fol- 
lowing statement: Throughout the 
past four years the revenues show 
a deficit of $60,095.00, and they 
further state that the present 
rates are inadequate and insuff- 
cient to pay bond interest. 


Gas Rates to Be Reduced in 
Taunton 

Taunton, Mass.—Announcement 
of a reduction in the price of gas 
to all consumers in this city, to 
take effect July 1, was made at the 
office of the Taunton Gas Light 
Company by Walter T. Soper, 
treasurer and general manager of 
the company. The net rate after 
that date will be $1.45 per thou- 
sand feet, this being a reduction of 
five cents from the rate now in 
force. 

Treasurer Soper said this reduc- 
tion was made in accordance with 
the company’s pledge given at the 
time advanced rates went into ef- 
fect, that lower prices would be 
restored as conditions made such 
action possible. The present re- 
duction, he said, was really made 
in the face of advancing costs, coal 
being higher now than ever before 
and no prospects of a reduction on 
contracts being seen for that es- 
sential material. The company is 
enabled to figure a reduction at 
this time, he said, by the fact that 
oil and interest are cheaper. The 
new rate will put Taunton on a 
basis comparing very favorably 


with other cities of the size of 
Taunton, many of which are more 
favorably situated as to transpor- 
tation costs and distribution area. 

Mr. Soper said the reduction 
would take from $17,000 to $20,000 
per annum out of the net profits of 





the company, for the benefit of 
Taunton gas consumers. With the 
reduction made a year ago, he 
stated, it will make $50,000 less in 
the net earnings. 


Gas Light Co. Alters Stock Value 
Springfield, Mass.—The petition 
of Springfield Gas Light Company 
for approval of change in the par 
value of its shares of capital stock 
from $100 a share to $25 a share 
has been favorably acted upon, as 
indicated by the following record 
in the office of the Massachusetts 
Department of Public Utilities: 

This is a petition of the Spring- 
field Gas Light Company for ap- 
proval of change in the par value 
of its shares of capital stock from 
$100 par value to $25 par value a 
share. 

The Springfield Gas Light Com- 
pany is a corporation that is sub- 
ject to the provisions of Chapter 
164 of the General Laws. It has a 
capital stock of $2,591,700. There 
is but one class of stock. The pres- 
ent par value of its stock is ¥10 
per share. The said corporatio’ 
desires, acting under the supervi- 
sions of said Chapter 164 as amend- 
ed by Section 2 of Chapter 354 of 
the Acts of 1922, to change the par 
value of the shares of its capital 
stock from $100 par value to $25 
par value. At the annual meeting 
of the stockholders of said corpo- 
ration held on March 27, 1923, and 
called for the purpose of taking ac- 
tion relative to said proposed 
change in the par value of said 
stock, it was voted by a majority of 
all the capital stock of said corpo- 
ration to make such.a change. It 
appears that said corporation filed 
an application for the approval by 
this department of such change 
within 30 days after the passage of 
said vote. It is therefore 

Ordered, that the department 
hereby approves the change in the 
par value of the shares of the cap- 
ital stock of said corporation from 
one hundred dollars ($100) par 
value to twenty-five dollars ($25) 
par value a share; provided, how- 
ever, that the aggregate par value 
of the outstanding shares of the 
capital stock of said corporation 
shall not be increased by the 
change in the par value thereof 

By order of the commission. 

(Sgd.) A. A. HIGHLANDS, 
Secretary. 
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Wide Scope of Gas Industry 

Manufactured gas service is avail- 
able to 4,000 cities and towns in the 
United States through 964 gas com- 
panies, according to a recent survey. 
There are in service 9,200,000 gas 
meters and 69,500 miles of mains, 
or 134 meters to the mile. On a ba- 
sis of five persons to the family, 
there would be 46,000,000 con- 
sumers, or about 40 per cent of the 
entire population. 

The yearly consumption of gas has 
reached 330,000,000,000 cubic feet, 
valued at $380,000,000, in the manu- 
facture of which there are used 
7,100,000 tons of bituminous coal, 
1,800,000 tons of anthracite coal, 
2,400,000 tons of coke and 900,000,- 
000 gallons of fuel oil. 

The capital invested in the manu- 
factured gas industry is $4,000,000,- 
000, and the securities of gas com- 
panies are held by more than 500,000 
investors. 


Annual Statements 


The statement of the Southern 
Colorado Power Company for the 
twelve months ending March. 31, 
1923, shows a gain of $112,965 in 
gross and $110,540 in net after 
taxes. Operating expenses showed 
an increase of only $2,425. Inter- 
est charges on first mortgage 6s, 
due in 1947, was earned twice. 

Comparative statement for the 
twelve months ending March 31, 
1923: 

1923 1922 
Gross income .$1,854,426 $1,741,461 
Expenses and 
ree 1,133,482 1,131,057 





Net after 

taxes $720,944 $610,404 

The annual statement of the Ne- 
vada-California Electric Corpora- 
tion for the year ending March 31, 
1923, shows earned surplus of 
$814,911, as compared with $350,- 
784 in the corresponding period of 
1922. This is an increase of $464,- 
127, or 132 per cent. 

The combined earnings of the 


Gross operating earnings....... 
Operating and general expenses and taxes. 


Operating profits .............. 
Non-operating earnings (net) 
Total income 
ND <Wasc daGantodscsvavvgypen 
Depreciation 
Other deductions 
Surplus earned 





company and its subsidiaries in the 
twelve months, after eliminating 
inter-company transactions, com- 


pared with the same conditions 
and for the corresponding period 
of 1922, are as follows: 


New Gas Mains Being Laid 

Knoxville, Tenn.—Extensive im- 
provements, involving an expendi- 
ture of approximately $20,000, are 
now being made by the Knoxville 
Gas Company. The improvements 
include the opening up of new ter- 
ritory for gas service and the in- 
stallation of a big “Booster” at the 
main plant of the company. The 
new “booster,” according to A. W. 
Young, vice-president and general 
manager, will serve as a protection 
against any interruption in the 
service in cases of a breakdown. 

The new “booster” will be used 
in emergencies, it was stated, and 
will also be used in improving the 
control of the pressure on the 
streets. 

Besides these improvements, the 
company has recently received 
three carloads of material for the 
main plant, which will be used in 
building up furnace facilities. 

When work at the main plant is 
completed, Knoxville will have one 
of the best equipped gas plants in 
this section of the South, officials 
announced. 





Engaged in Gas Industry for 52 
Years 


Denver, Col—M. E. Malone, 
manager of the coke department 
of the Denver Gas and Electric 
Light Company, is a veteran of the 
manufactured gas industry. He 
has been at it for fifty-two years 
and is still going strong. 

In discussing the gas business in 
general, he says that the first fifty 
years are always the hardest; after 
that it comes a bit easier. 

Mr. Malone started his career 
in Columbus, O. He claims the 
distinction of having “broken in” 
Henry L. Doherty as an office boy. 


1923 1922 

Oe ac AP $3,614,183 $3,086,029 

1,708,451 1,511,672 
bap Ra ot 1,905,731 1,574,356 
score Ml ied Se 144,851 102,982 
EE re") beet 2,050,582 1,677,339 
. (eeee ee: 956,208 897,917 
AF Wiese 258,481 306,366 
~optadee de 30,029 14,408 
ae pepe 814.911 350,784 






Glenville Gas Firm Asks Boost 


Charleston, W. Va.—Claiming 
insufficient revenue received under 
the existing schedule of natural gas 
rates, the Glenville Natural Gas 
Company, supplying the town of 
Glenville, Gilmer County, made 
application to the Public Service 
Commission for authority to in- 
crease its rates. The case was set 
for hearing on June 12. 

The gas company at present is 
charging 30 cents per 1,000 feet net 
to manufacturers with a minimum 
charge of 50 cents. The company 
wants to raise its rates to 45 cents 
net domestic rate and 40 cents in- 
dustrial. The company also wants 
to charge the domestic rate to 
schools, court houses, large hospi- 
tals and public and charitable in- 
stitutions. 


The petition avers that the pregs- 
ent rates do not produce gufficient 
revenue to constitute an adequate 
return on the investment of the 
company. In fact, it is stated, the 
records of the company for the last 
eight months of 1922 show that the 
net receipts were barely sufficient 


to pay operating expenses and 
that, after figuring in interest 


charges, a considerable deficit re- 
sulted. 

Moreover, it is claimed, the com- 
pany now has to buy most of its 
gas from other companies where- 
as it at one time produced its own. 
It is stated that the cost of the gas 
bought by it is now 20 cents per 
thousand feet and that this cost 
will likely be increased. 

The company now charges a net 
domestic rate of 30 cents per thou- 
sand and an industrial rate of 25 
cents. 





Natural Gas for Salt Lake City 


Salt Lake City, Utah. — J. C. 
Donnell, president of the Ohio Oil 
Company, and F. E. Hurley, vice- 
president, were recent visitors to 
the Baxter Basin of Wyoming, 
where a gas well brought in re- 
cently is making 100,000,000 cubic 
feet daily. It is believed that the 
visit of the officials is to reopen 
negotiations with Sale Lake rela- 
tive to piping this gas to the Utah 
capital for general consumption. 
Officials from Utah were present 
and witnessed the monster well. 
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Denver Gas & Electric Light Co. 
Reaches Settlement with City 
Denver, Colo.—The controversy 

between the Denver Gas & Elec- 

tric Light Co. and the City of Den- 
ver, Colo., has been settled. The 
settlement was planned and au- 
thorized by Henry L. Doherty, 
president of the Cities Service Co. 

The Denver Gas & Electric 
Light Co. will pay the city of Den- 
ver $1,184,665, one-half of it im- 
mediately, in excess gas charges 
under the franchise agreement, 
and the city will pay the company 
$525,000 due in withheld payments 
on electric street lighting bills, un- 
der the terms of a tentative agree- 
ment reached by Mayor Bailey, 
City Attorney James A. Marsh, 
the nine city councilmen and Clare 
N. Stannard, vice-president and 
general manager of the company. 

The other half of the trust debt 
owed the city by the company, or 
$529,332, will be paid, under such 
agreement, in eight quarterly in- 
stallments with interest at 6 per 
cent. 

City Attorney Marsh has drafted 
an ordinance providing for ratifi- 
cation of the gas company pro- 
posal. Opinion at the meeting to- 
day indicated that the council is 
likely to adopt the ordinance with- 
out extended discussion. 

The gas company statement fol- 
lows: 

To the Mayor and City Council 
of the City and County of Denver: 
We trust that the many confer- 
ences which have been held by the 
representatives of this company in 
attempting to effect a settlement 
of indebtedness due from the com- 
pany to the city under franchise 
provisions and from the city to the 
company under street lighting and 
other service contracts with the 
mayor, city council, city attorney 
and auditor have not been in vain. 

We desire to again assure you 
that the representatives of this 
company have at all times been in- 
fluenced by a sincere desire to 
reach a compromise or settlement 
of all differences which shall be 
considered eminently fair by the 
people of Denver whom we all 
serve. 

It is with this desire and pur- 
pose that we submit the following 
proposal for settlement: 

City Auditor Begole and the au- 
ditor of our company have finished 
a careful and comprehensive audit 
of the amounts received by the 

company in excess of 75 cents per 


1,000 cubic feet of all gas sold by 
the company. The aggregate prin- 
cipal amount claimed to be due the 
city from the company for the 
years 1918, 1919, 1920, 1921 and 
1922 is $1,184,665.69. 

In making up these figures there 
was included the 25 cents per 
month minimum charge as if this 
charge were for gas furnished, 
while we believe that no fair- 
minded man would consider that a 
25-cents-per- month charge al 
lowed by the franchise (which is 
in the nature of rent for an expen- 
sive appliance as well as the cost 
of reading the meter and billing 
every month) should be included 
as a charge for gas furnished, we, 
nevertheless, have consented for 
the purpose of avoiding any criti- 
cism to the inclusion of this charge 
which aggregates, to-wit, $25,000. 

We offer to pay one-half of the 
auditor’s figures as above, namely, 
$592,332.85 cash, and the remaining 
half in eight quarter annual install- 
ments with interest thereon at the 
rate of 6 per cent per annum. 

We further agree in considera- 
tion of this compromise settlement 
to pay all future franchise pay 
ments, including the $50,000 annual 
franchise payment, promptly as 
the same mature, providing always 
that the city shall pay to the com- 
pany promptly all moneys now 
withheld and in future pay bills due 
company as the same fall due. 

\lso that all actions pending in 
state courts be compromised, sat- 
isfied and dismissed (we paying 
any additional unpaid costs) upon 
the approval by the mayor and 
council of this settlement pro- 
posal. 

It is perhaps unnecessary after 
the frequent consultations which 
have been had during the years 
past to again call your attention to 
the fact that while the war can- 
celed our coal and supply con- 
tracts so that we paid during the 
period covered by the above audit 
wartime prices for coal, labor and 
other supplies, nevertheless we are 
offering herein to pay the city in 
full as provided by our franchise 
contract, ves, $25,000 more than we 
think could be claimed of us under 
any fair or reasonable construction 
of said contract. 

The auditor’s figure as above 
further include moneys received 
by the company under “readiness- 
to-serve” charge, which is a charge 
recognized not only by the fran- 
chise, but by utility regulatory 


fi 
5 


bodies as necessary to pay the in 
terest or return upon capital in 
vested in property necessarily re 
quired to furnish the customer’s 
demand for service at all times. 

This charge has been included as 
if it were “moneys received from 
the sale of gas.” As a compromise 
offer we are including this charge, 
though we submit, in all fairness, 
it has no place in this settlement. 

Permit the signer of this com- 
munication to indulge in a_per- 
sonal request, viz., unless this pro 
posed settlement meets with your 
hearty approval and support, let it 
be rejected in toto. Respectfully 
submitted, 

CLARE N. STANNARD, 
Vice-Pres. and Gen. Mer. 
Directors Name Gas Committee 

Conneaut, O. Meeting of the 
directors of the North Eastern Oil 
& Gas Company was held for the 
consideration of the gas situation 
and other business matters. 

It is understood that the dire: 
tors named a committee composed 
of Charles L. Whitney, John Cup- 
ples, F. B. Dunn, William Fortune 
and E. C. Lampson, the latter of 
Jefferson, to take charge of the 
negotiations now pending in re- 
gard to obtaining a supply of arti 
ficial gas for the county. 





Rate Cut to Be Put in Effect 

Neenah, Wis.— A_ 10 cent per 
thousand reduction in gas rates 
will be put into effect here soon, 
according to an announcement 
made by A. K. Ellis, superintend- 
ent of the Wisconsin Traction, 
Light, Heat and Power Company, 
coincident with revealing that tel 
egraphic dispatches from New 
York City announced the North 
\merican Company had acquired 
practically all of the capital stock 
of the public utilities concern. As 
general manager under the new 
ownership, Mr. Ellis will shortly 
file with the state rate commission 
a petition asking authority to 
make the reduction in rates on gas. 
The dispatches announcing the 
sale of controlling stock in the 
corporation which operates gas, 
electric light and power and street 
railway services between Neenah 
and Kahkauna, stated that the 
holdings of John I. Biggs, Charles 
F. Pfister and Fred Vogel, Jr., of 
Milwaukee, had been acquired by 
the North American Company, 
controlled by New York capital- 


ists. 
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Gas Well Down 3,000 Feet 

Meadville——The United Natural 
Gas Company has resumed drilling 
at its well on the Naylor farm, in 
Vernon township. The well is now 
down more than 3,000 feet and it 
is stated that another carload of 
casing is being shipped to the well. 
The well filled up with salt water 
and it was necessary to bail this 
out, the work being completed the 
first of the week. 


Shows Gains in Earnings 

Syracuse, N. Y. — Continental 
Gas and Electric Corporation con- 
tinues to show good gains in earn- 
ings, gross for the twelve months 
ended March 31 being $3,375,043, 
an increase of $947,168 over the 
preceding year, with net of $984,- 
579, a gain of $327,028. After pro- 
viding for all interest charges, 
there was a balance of $600,227, an 
increase of $237,021, equivalent to 
over 3% times the requirements 
for payment of preferred divi- 
dends. Balance for the $2,259,- 
400 of common stock was $430,995, 
a gain of $191,974, or equal to ap- 
proximately 19 per cent on the is- 
sue. Reports from operating com- 
panies show steady increase in 
business, and communities in 
which subsidiaries operate are 
showing excellent volume of gen- 
eral business, with outlook indicat- 
ing continuance of prosperous con- 
ditions. 

Reduction in Rates 

Oshkosh consumers of gas for 
illuminating, cooking, heating and 
other purposes are soon to be 
given the benefit of a substantial 
reduction in the price of that com- 
modity. 

That gratifying fact was the 
outcome of a conference held in 
the office of Mayor A. C. McHen- 
ry, which conference was called at 
the suggestion of the commission 
council to discuss with representa- 
tives of the Wisconsin Public 
Service corporation of Oshkosh 
the question of reducing gas rates, 
by voluntary action of the com- 
pany, rather than through the re- 
quirement of an order which might 
be secured from the Wisconsin 
railroad commission. 

The conference was held in a 
spirit of harmony and resulted in 
an agreement reducing gas rates, 
the reduction becoming effective 
June 1 and to be reflected in bills 
after July 1. 


The present rates are to be re- 
duced from 10 to 20 cents net a 
thousand feet. The present month- 
ly rates are: 


First 5,000 cubic feet—$1.85 
gross; $1.60 net. 
Next 45,000 cubic feet—$1.70 


gross; $1.45 net. 

All over 50,000 cubic feet—$1.55 
gross; net $1.30. 

The schedule of rates by the 
month is to be changed to the fol- 


lowing : 

First 5,000 cubic feet—$1.60 
gross; $1.50 net. 

Next 5,000 cubic feet—$1.45 
gross; $1.35 net. 

Next 10,000 cubic feet—$1.40 


gross; $1.30 net. 

Next 80,000 cubic 
gross; $1.15 net. 

Next 300,000 cubic 
gross; $1.00 net. 

Next 600,000 cubic 
cents gross; 90 cents net. 

All over 1,000,000 cubic feet—87 
cents gross; 85 cents net. 

In connection with the reduc- 
tion in rates, the company has also 
agreed to reduce the penalty for 
failure to pay bills for gas within 
the time limit. 

At present the penalty is 
cents on each 1,000 feet. 

This penalty will be reduced to 
10 cents on each 1,000 feet. 

The change in the rates means 
a reduction of 25 cents a thousand 
cubic feet in the gross rate, and a 
decrease of 10 cents and up a 
thousand feet in the net rate. 

Mr. Gifford, who has been mak- 
ing an investigation on behalf of 
the city for some time, informed 
the commission council that this 
voluntary reduction is as much as 
the gas consumers could obtain by 
taking the case to the Wisconsin 
Railroad Commission. 

He also stated that in this way 
the reduction becomes effective 
June 1, whereas, if the matter 
were taken to the commission, the 
reduction would not become effec- 
tive for some time—maybe six 
months. 

With this new rate schedule, ac- 
cording to Mr. Gifford, the city of 
Oshkosh has obtained “a very rea- 
sonable rate for gas service and 
one which compares very favora- 
bly with rates in other Wisconsin 
cities.” 

“In fact,” Mr. Gifford declared, 
“it is lower than the rates in the 
majority of Wisconsin cities simi- 
larly served and located.” 


feet—$1.17 
feet—$1.02 


feet—92 


25 


Gas Employees Accept Company’s 
Terms 


Pueblo, Colo. — The Colorado 
State Industrial Commission give 
out the information that the em- 
ployees of the Pueblo Gas Com- 
pany serve notice that they have 
agreed with their employers to re- 
turn to the wage scale in effect at 
the plant prior to the flood of 
June, 1921. 


Just what the exact reduction is 
is not known by the commission, 
the employees withholding that 
part, but it is understood that the 
scale to be put into effect will 
range from $3.90 to $4.85. 


Wants 60-Cent Gas Charge 


Cuyahoga Falls, O.—This city is 
being asked to sanction a service 
charge of 60 cents a month to all 
gas consumers by the East Ohio 
Gas Company. 


J. J. McMahon, of Cleveland, 
represented the company at coun- 
cil meeting and explained that the 
company is about to suffer a deficit 
in its income because of decrease 
of the gas supply and the corre- 
sponding increase in the price of 
gas at Ohio River. 


McMahon stated that the com- 
pany’s income from its business 
had been decreased since 1919 
from eight per cent that year until 
the current year the prospects are 
that it would show a loss of sixty- 
eight per cent unless some means 
to increase the income can be ob- 
tained, he said. 


He declared that the cost of the 
gas had been increased from 19 
cents per thousand in 1916 to 35 
cents per thousand now, whereas 
the consumers were getting it de- 
livered from Ohio River and piped 
into their homes for 45 to 60 cents 
per thousand. If it continues this 
way, intimated McMahon, the 
company will be compelled to ter- 
minate after a notification of six 
months. 


A committee consisting of Coun- 
cilmen Reimer, Durst and Senn 
was appointed by President Clack 
to investigate and determine if a 
service charge of 60 cents as a 
substitute for the present mini- 
mum charge of 90 cents per month 
is advisable. 
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To Rebuild Water Gas Plant 

Watertown, N. Y.—The contract 
for tearing down and building over 
the water gas plant of the North- 
ern Utilities in Engine street has 
been awarded to Alfred H. Eng- 
quist, of Brownville. Mr. Eng- 
quist has just finished rebuilding 
the old retort house of the Utili- 
ties Company. 


Contracts Awarded 

The Gas Machinery Company of 
Cleveland, O., has been awarded 
contract by the Rockford Gas 
Light & Coke Company, of Rock- 
ford, Ill., for additional water gas 
machinery. 

The new equipment will consist 
of an 8-foot diameter by 23-foot 
high condenser, built with 16-inch 
bypass and connections; a No. 8 
Roots exhauster complete with 
16-inch bypass and connections; a 
P. & A. tar extractor, with 16-inch 
bypass and connections; and the 
necessary yard piping for com- 
pleting the installation. 

This new exhausting, condens- 
ing and tar extracting equipment 
in connection with the 9-foot 
water gas set recently completed 
will complete the water gas in- 
stallation as originally contem- 
plated. 


To Install New Water Gas 
Apparatus 

The Philadelphia Suburban Gas 
& Electric Company of Pottstown, 
Pa., are having increased demands 
made on their output of gas, and 
to properly take care of the addi- 
tional business have placed con- 
tract with the Gas Machinery 
Company of Cleveland, Ohio, for a 
new seven-foot carburetted water 
gas apparatus. 

This new water gas apparatus 
will be complete with gauge board, 
air and steam meters, explosion 
check valve, pyrometer with indi- 
cating lights, overhead charging 
floor and auxiliary equipment. 

The new set will be placed ad- 
joining the present six-foot water 
gas set in a building which was re- 
cently constructed. 


Plans for New Plant 

Council Bluffs, Ia. — Plans are 
being outlined by the directors of 
the Citizens Gas and Electric Com- 
pany for the construction of a new 
plant for the manufacture of gas, 
to replace the one now in use on 
Eighth street, between Seventh 


and Eighth avenues. The esti- 
mated cost of the proposed new 
plant, according to E. A. Wick- 
ham, president of the company, is 
in the neighborhood of $500,000. 


Fifth Voluntary Gas Rate Cut 
Since War 


Emporia, Kan.—A voluntary re- 
duction in gas rates was made to- 
day by the Emporia Gas Company. 
The reduction is 25 cents on the 
first 1,000 cubic feet consumed. It 
is the fifth rate cut made by the 
company since the war. 


Big.Gas Company Merger 


Springfield, I1l—Consolidation 
of the McKinley properties and 
the utilities owned by the Southern 
Illinois Light and Power Com- 
pany, which operates East St. 
Louis, Belleville, Edwardsville, 
Collinsville, Staunton and between 
60 and 70 gas and electric prop- 
erties in Southern Illinois, was ap- 
proved by the State Commerce 
Commission, in an order granting 
the petition of the companies in- 
volved, which was filed with the 
commission some time ago. Sen- 
ator W. B. McKinley of Cham- 
paign, head of the McKinley com- 
panies, and Clement Studebaker, 
Jr., of South Bend, Indiana, head 
of the Southern Illinois Light and 
Power Company, will be the direct- 
ing heads of the consolidated com- 
pany which will be known as the 
Illinois Power and Light Corpora- 
tion. Officials of the company an- 
nounced that plans will be matured 
at once for the extension and im- 
provement of the properties. The 
new corporate arrangement, they 
say, assures the future growth and 
service of the many distinct local 
utilities which can be promptly 
financed. 

The capitalization is changed in 
form only and there is no increase. 
The more than fifty separate cor- 
porations, organized under the 
laws of various states, each de- 
veloped largely as an independent 
property and individually capital- 
ized, are brought together under 
one corporate organization which it 
is declared will add greatly to the 
efficiency of the service and make 
possible greater development in 
every field. 


The companies consolidated 


serve 142 municipalities in Illinois 


and 25 outside of Illinois, exclusive 
of interurban railways. 

All the McKinley interurban 
lines are consolidated under the 
name of Illinois Traction, Inc., and 
will be operated separately, under 
control, however, of the consoli- 
dated corporation. No change in 
personnel is contemplated, it is 
stated. 





Heating and Sanitation Engineers 
Hold Convention 

With seventy-five delegates 
present, the Colorado Society of 
Sanitary and Heating Engineers 
held its convention in Denver, May 
1 and 2. J. C. Greenburg, of the 
National Trade Extension Bureau, 
delivered the principal address, 
urging that only the _ highest 
standard of work be done, a per- 
sonal guarantee back of every 
piece of work, and then the public 
will be convinced of your stand- 
ing as engineers. He also advo- 
cated that the association work in 
harmony for the standardization 
of service and the passage of laws 
on sanitation measures. 

The convention went on record 
as favoring stricter enforcement 
of sanitation laws throughout the 
State. 

The officers serving last yeat 
were all re-elected unanimously. 
S. J. Slattery, president; Clarence 
T. Haas, vice-president ; H. W. Mc- 
Gee, treasurer; H. W. Hensler, 
sergeant-at-arms, and Peter Men- 
zies, secretary. 


Colorado Incorporations 

The Happy Canon Coal Com- 
pany has been incorporated. Capi- 
talization, $30,000. The incorpora- 
tors are Frank Dalle, William 
Dalle and William Tonielli. Seat 
of business, Montrose, Colo. 

The New Bradford Oil Company 
has been incorporated. Capitali- 
zation, $7,500,000. The incorpora- 
tors are James Owen, H. F. Crock- 
er and Ralph Hartzell. Home of- 
fice, Denver. 

The New Bradford has issued 
and has outstanding $5,323,663 par 
value of $5 each stocks. Its assets 
are 1,558,000 shares of the Moun- 
tain & Gulf Oil Company, $1 each; 
645,967 shares of the Salt Creek 
Consolidated Oil Company, $10 
each, par value. Both the com- 
panies have rich productions and, 
with Owen at the head, the New 
Bradford will bear watching; it 
augurs well. 
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Columbia Gas Reorganizes 

Charleston, W. Va—A _ million 
and a half shares of no par value 
will be issued to stockholders in 
exchange for the present capital- 
ization of 500,000 shares of a par 
value of $100 in lieu of dividend, 
it was decided at a meeting of the 
stockholders of the Columbia Gas 
and Electric Company. The stock- 
holders selected E. W. Edwards of 
Cincinnati to succeed A. B. Leach 
of New York on the board of di- 
rectors. Other members of the di- 
recorate were re-elected as follows: 
Lewis L. Clark, New York; M. H. 
Coggeshill, New York; George W. 
C. Crawford, Pittsburgh; Marshall 
Field, New York; W. W. Freeman, 
Cincinnati; P. G. Gossler, New 
York; J. W. Harryman, New 
York; John W. Herbert, New 
York; J. M. Hutton, Cincinnati; 
W. P. Phillips, New York; Fred: 
erick Strauss, New York, and 
Charles P. Taft, Cincinnati. A 
total of 421,794 of the 500,000 
shares of stock voted at the 
meeting. 





Citizens Gas Company Appraise- 
ment Higher 

Indianapolis, Ind.—Local asses- 
sors and the State Board of Tax 
Commissioners have appraised the 
Citizens Gas Company at $14,521,- 
880 for taxation purposes next 
year. The figure is $2,844,220 
higher than last year’s appraise- 
ment on which the company is pay- 
ing taxes this year. 

The state board appraised the 
company itself at $6,657,260 and it 
appraised the company as lessee of 
the Indianapolis Gas Company at 
$6,465,890. Last year the corre- 
sponding figures were 06,434,360 
and $3,890,300 respectively. Local 
appraisers appraised the company’s 
real estate at $769,740 and the real 
estate held by the company as 
lessee at $628,990. Last year the 
corresponding figures were $743,- 
300 and $609,700 respectively. 

The $14,521,880 total is for taxa- 
tion purposes only. The Public 
Service Commission in a recent 
gas rate decision valued the com- 
pany tentatively at $16,500,000 for 
rate making purposes. The com- 
mission is making a detailed ap- 
praisement. 

The tax board now has com- 
pleted appraising all Indianapolis 
public utilities except the Mer- 
chants Heat and Light Company. 


Richmond Gas Rate Increased 


Indianapolis—The Public Serv- 
ice Commission authorized the 
Richmond Light, Heat and Power 
Company to increase its natural 
gas rate from 75 cents to 85 cents 
a thousand cubic feet, effective 
November 1. It is understood the 
new rate had been approved by 
city officials at Richmond. 


Gas Company to Enlarge Plants 


San Jose, Cal—In order to take 
care of the increased demand for 
service in the San Jose division, 
which has been growing at the av- 
erage rate of 600 new consumers 
per month for the first three 
months of this year, the Pacific 
Gas and Electric Company finds it 
necessary to increase its plant ca- 
pacity by additions and recon- 
structions of lines and mains .to 
take care of this splendid growth. 

During the past week expendi- 
tures involving approximately one- 
half of a million dollars were ap- 
proved for additions and better- 
ments. The present gas generator 
capacity at the gas plant having 
about reached its maximum, ne- 
cessitates the installation of a 15- 
foot gas generator. This gas gen- 
erator will have a producing ca- 
pacity of three and one-half mil- 
lion cubic feet per day. The in- 
stallation is to be made before the 
winter load comes on. 

The high voltage power lines 
operating between Mountain View 
and Davenport will be reconstruct- 


ed at a cost of $176,300. 


Rate Increase Granted 

Canton, Ohio—The East Ohio 
Gas Company won its fight in the 
Massillon City Council for a larger 
return on its investment in mains 
and other equipment required to 
furnish natural gas to Massilon 
consumers. The council by a 
unanimous vote granted a new 
franchise allowing the company a 
60 cent readiness to serve charge 
and eliminating the 90 cent mini- 
mum charge. 

J. J. McMahon, assistant to the 
head of the East Ohio Company, 
told the council why his company 
rejected the proposal made by 
council for a 5 cent increase in 
the thousand feet rate. The in- 
creased rate would not allow a rea- 
sonable return on the investment 
in Massillon, McMahon said by 
way of explanation. A number of 


citizens. present urged council to 
accept the company’s proposal. 
The new franchise will become 
operative June 20 and is for a pe- 
riod of two and a half years, with 
a clause providing from rejection 
after six months from the expira- 
tion of the contract by either 
party. The franchise will run to 
Nov. 20, 1925. The increased rev- 
enue for the East Ohio Company 
was estimated at $40,000 yearly. 
Two provisions of the new fran- 
chise will differ from the old one. 
A 60 cent readiness to serve charge 
is substituted for the 90 cent mini- 
mum charge and the time it is to 
run is fixed at two and a half years. 





Lighting Company Defers Build- 
ing New Gas Plant 


Syracuse, N. Y.—Uncertainty 
concerning outlook in building 
costs has led the Syracuse Lighting 
Company to defer erection of a new 
$3,000,000 plant for manufacture of 
gas on the salt lands, James C. De 
Long, president, recently an- 
nounced. The construction plan 
will be reconsidered next year, he 
said. 

The company has had engineers 
at work for some time on its prop- 
erty adjacent to the barge canal 
terminal and New York Central 
Railroad tracks to determine if it 
is possible to secure a firm enough 
foundation for the building. They 
reported a solid foundation can be 
had if piles are driven deep enough. 

Gas will continue to be produced 
at the Mechanic Street plant of the 
company, Mr. De Long stated. 
While a high peak was attained 
during the last winter, when an 
extra amount of the commodity 
was used, the company is confident 
enough can be made to meet needs 
until the new plant is erected. 


Strike Gusher in Sheridan 


Silver Creek, N. Y—A gas well, 
with a flow of 2,000,000 feet, was 
drilled in the E. H. Young farm on 
the shore of Lake Erie, in the 
town of Sheridan. The well is 
owned by the Han-Irv Develop- 
ment Corporation, of which Geo. 
S. Beebe is president. The gas 
from the new well will be sold to 
the Republic Light, Heat & Power 
Company and will be used by con- 
sumers in Dunkirk, Fredonia and 
Silver Creek. 





